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Proofs 


A code of fair competition for the 
ashing industry has been adopted. 
it should contain provisions to the 
effect that the fish don’t have to bite 
more than eight hours a day. 

7 #}) .— 
Al Jolson broadcast the Futurity 
and announced that Hadagal won, 
hough Singing Wood actually got 
here first. Mammy! 

eS » 
Here’s hoping the broadcasting 
ompanies assign to the world’s 
series a few men who actually know 
baseball and the players. But, of 
ourse, that’s too much to expect. 

vveey 
Gold Dust is offering $2 apiece for 
housewives’ endorsements and photo- 
graphs, according to recent news- 
paper advertisements. This seems to 
establish a new low for the testi- 
monial market. 

vvey 
The New York Evening Post has 
become a tabloid, but it is under- 
stood that it has not yet offered a 
job to Walter Winchell. 

vvy 
The direct mail people, convening 
in Chicago next week, will “vision 
the economic curve,” and will also 
see a few others at the world’s fair. 

7 FF FY 
A big-league sales executive has 
been added to the staff of the Schen- 
ey Products Company, which seems 
to be in the distillery business. It 
oughtn’t to be that hard to sell it. 

vvy 
Maybelline dolled up Mona Lisa 
with remarkable results, from the 
standpoint of the art lovers. They 
changed da Vinci’s brooding beauty 
into a 1933 red-hot mamma. 


ia ae 
And now an advertiser arrives who 
feeds cod-liver oil to the babies via 
his evaporated milk. The babies can’t 
tead his copy, or they’d tell him 
plenty. 
vv¥$eegy 
“Brother, can you spare a light?” 
Chesterfield’s poster girl asks, indi- 
cating that she’s having as much 
trouble as everybody else in getting 
enough matches from the cigar 
stores. 


vv¥eéeg’v 
“Mix Dole pineapple juice with 
carbonated water and other bever- 
ages.” 
If you’re in doubt about the others, 
just remember that they’ll be telling 
their own story shortly. 


> = o 
Professor Tugwell admits that 
some advertised products will have 
to go into the discard under the pro- 
Posed new food and drugs act, but 
he promises that it will hurt him 
More than it will you. 
> = 
Ralston Purina got some fine pub- 
licity for its insect spray during the 
8t. Louis sleeping sickness epidemic, 
demonstrating that the company’s 
Merchandising executives weren’t 
even drowsy. 


- = = 
Those raving beauties Rough 
Proofs admired in the Lucky Strike 
advertising turned out to be profes- 
sional models. I knew there was a 
Catch in it. 
vvy 
In view of the imminent advent of 
liquid diets in the wet era, Camp- 
bell’s Soup very properly has planned 
Me of the biggest advertising cam- 
Maigns in its history. 
, ¥ F 
When things quiet down a bit, 
Somebody ought to find out whatever 
became of those technocrats. 
Copy Cus. 


TO WIELD GAVEL 


Eliot L. Wight, president, Direct 
Mail Advertising Association, who 
will preside over the annual ses- 
sions to be held in Chicago next 
week. 
(Story on Page 2) 


RETAILERS. GIRD 
FOR ASSAULT ON 
BUYERS’ APATHY 


Boston Conference Reflects 
Cheerful Attitude 


Boston, Mass., Sept. 21—The NRA 
and its effect on distribution and 
advertising hogged the spotlight at 
the fifth annual Boston Conference 
on Distribution which was held here 
this week. Although many cau- 
tioned the 500 wholesalers, retailers 
and manufacturers to beware of con- 
sidering the NRA a complete answer 
to all problems, a decided note of 
optimism was evident in all speeches, 
with the assemblage agreeing that 
the worst is over. 

In opening the conference, P. A. 
O’Connell, president, E. T. Slattery 
Company, general chairman, pointed 
out that immediate success of the 
NRA program will depend greatly 
upon the advertising and merchan- 
dising of retailers in the next few 
months. 

“Our task now is to raise the vol- 
ume of retail distribution quickly 
enough so that the improvement al- 
ready made in general business con- 
ditions can be held,” he asserted. 


Must Be Honest 


“Increased advertising, more ag- 
gressive sales promotion and better 
selection of merchandise will do the 
work if properly employed. In this 
crucial period retail advertising will 
take a most important part. It must 
give the consuming public a new 
and more urgent incentive to buy. 
It must be honest and it must be 
convincing. 

“Our sales promotions also should 
take into account the greater leisure 
which NRA is giving the employed, 
providing more opportunity for them 
to supply their wants and needs.” 

The conference got off to an inter- 
esting start when the familiar Macy- 
against-the-field argument was re- 
hashed at the opening session with 
Paul Hollister, executive vice-presi- 
dent, R. H. Macy & Co.; Herbert 


(Continued on Page 14) 


Clarification of Code 
_Is Sought by Advertisers 


Newspapers Object to 
Being Grouped With 
Shoppers’ Guides 


Washington, D. C., Sept. 22.—Vio- 
lent objections from newspaper pub- 
lishers to the inclusion of shopping 
guides in the newspaper section of 
the proposed graphic arts code, a 
request from the Association of Na- 
tional Advertisers that the “respon- 
sibilities to advertisers” clause in 
the periodical code be clarified and 
a concise, factual presentation of the 
periodical code, which the presiding 
deputy administrator, Lindsay Rog- 
ers, said was the best he had heard, 
featured yesterday’s hearing on the 
code devised to include all printing 
and publishing interests. 

A. E. Haase, representing the As- 
sociation of National Advertisers, 
took exception to Paragraph I, Sec- 
tion B, of the periodical publishers 
code, which reads: 

“Circulation practices: The circu- 
lation records of every publisher 
shall be open for inspection by ad- 
vertisers or advertising agents or 
by the United States Post Office De- 
partment and all reasonable audit- 
able information which they request 
shall be furnished.” 

Mr. Haase declared the clause, 
“and all reasonable auditable infor- 
mation which they request shall be 
furnished,” should be deleted, as it 
was unnecessary, ambiguous and 
could be interpreted, when conveni- 
ent, as nullification of the preceding 
clause. 


Called Too Vague 


“As the paragraph now stands,” he 
said, “it gives the publisher the 
privilege to decide what information 
he shall make available, i. e., what 
information is, in his opinion, audit- 
able. Unless the suggested clari- 
fication is made, it would be decep- 
tive to include the paragraph.” 

The heated discussion on news- 
paper problems was opened by the 
presentation of a code for the “ad- 
vertising-newspaper industry” by 
Samuel P. Anson, president of the 


Advertising Codes 
Merged by NRA 


Washington, D. C., Sept. 22. 
—All advertising codes have 
been consolidated by NRA 
under a Graphic Arts Code. 

This will cover all businesses 
engaged in the production of 
printed matter and “like prod- 
ucts, services and processes.” 
Newspapers and magazines are 
included specifically and other 
mediums, like outdoor and di- 
rect mail, are affected by the 
code’s jurisdiction over lithog- 
raphy, multigraphing and other 
printing processes. 

The basic code was hastily 
drafted by representatives of 
the principal industries con- 
cerned and NRA advisors, of- 
ficials of the National Edi- 


torial Association taking the 
lead in coordinating the ac- 
tivity. 


American Shopping News Publish- 
ers Association. 

The code submitted by this group 
Aug. 24 stated that its membership 
was composed of publishers of “pub- 
lications whose primary function is 
the dissemination of retail advertis- 
ing,” and defined the industry as, “in- 
clusive of all persons, firms and cor- 
porations whose principal business 
is the publishing and/or printing of 
advertising newspapers circulated 
free by juvenile carriers.” 

Hanson Leads Fight 

Spirited opposition to the code 
was immediately voiced by Elisha 
Hanson, representing the American 
Newspaper Publishers Association. 
He declared the proponents of the 
“advertising-newspaper” code were 
misrepresenting their industry, inas- 
much as their product was not a 
newspaper. To support the conten- 
tion, he introduced the definitions of 
a newspaper contained in federal 
statutes, which describe a newspaper 
as a regularly-issued publication, 
with an authenticated list of paid 
subscribers, not designed primarily 
for advertising purposes or for free 
distribution. 

(Continued on Page 12) 


Last Minute News Flashes 


Grape-Nuts to Sponsor Byrd Broadcast 
New York, Sept. 22.—The projected broadcast of Rear Admiral Byrd 
from the south pole, to be made over the Columbia network, will be spon- 
sored by General Foods Corporation on behalf of Grape-Nuts. 
General Foods has also returned to the air over Columbia with its All- 
America football show in behalf of Postum. 


Newspaper Publishers Get NRA Posts 
Washington, D. C., Sept. 22—John S. McCarren and George F. Booth 
have been appointed advisers to NRA for the newspaper publishing indus- 
try. Mr. McCarren is general manager of Cleveland Plain Dealer; Mr. 


Booth editor of Worcester Telegram. 


Woodcox to Direct Kelvinator-Leonard Copy 


Detroit, Mich., Sept. 22.—Vance 


tising director for Kelvinator Corporation and subsidiaries. 


Woodcox has been. appointed adver- 
J. S. Sayre 


has resigned as sales manager of Kelvinator and will join Montgomery 
Ward & Co., Chicago. He is succeeded by R. I. Petrie. 


Branham Absorbs Beckwith Special Agency 


New York, Sept. 22—The Branham Company is absorbing Beckwith 
Special Agency, taking over representation of Louisville Courier-Journal 
and Times, among other papers. J. T. Beckwith, president, and E. F. 
Toomy, general sales manager of Beckwith, will join the Branham Com- 
pany. Both companies practice the “bill and collect” system. 


Dailies Refuse to Insert 
Fair Competition 
Rules in Code 


Washington, D. C., Sept. 22.—The 
flat refusal of daily newspapers to 
include rules of fair competition in 
their code made a sensational be- 
ginning for the hearing on news- 
papers today. 

Elisha Hanson, counsel for the 
American Newspaper Publishers As- 
sociation, took the position that news- 
papers have been singularly success- 
ful in enforcing ethical business con- 
duct for themselves and that at- 
tempts at outside regulation would 
make endless difficulties. 

He hinted that the first test of the 
constitutionality of the Industrial 
Recovery Act would be made by the 
A. N. P. A. if the NRA attempted to 
add fair practice rules to the daily 
newspaper code. 

“We want to help the NRA,” he 
said. “We don’t want to wreck it.” 

The dailies’ stand was reiterated 
several times under questioning by 
the deputy administrator and indus- 
trial advisors. .The discussion _re- 
vealed the apparent plan of the 
NRA to coordinate advertising regu- 
lations in all codes. 


Against Police Plan 


Asked by an industrial advisor if 
it would be a good idea to include 
in the newspaper code advertising 
regulations similar to those in the 
retail codes, for example, Mr. Han- 
son replied that it was unreasonable 
to expect the newspapers to police 
other industries and that it would 
be illegal to do so. 

“The supreme court has ruled that 
advertising is a local matter,” he 
said. “Why pursue a course which 
has been repeatedly outlawed?” 

A move to question Mr. Hanson 
on circulation practices and the re- 
bating of agency commissions was 
stopped by the deputy administrator, 
who said these matters would be 
taken up later. The question as to 
whether newspapers were receiving 
an indirect government subsidy in 
the form of low rates on second class 
mail had been anticipated by Mr. 
Hanson, who said he was prepared 
to prove that the postoffice depart- 
ment was making a profit on news- 
paper business. Complete testimony 
on the subject was deferred. 

H. W. Stodghill, Louisville Courier- 
Journal and Times, presented a brief 
for the employment of juvenile news- 
paper carriers and salesmen which 
likened the occupations to educa- 
tional character building activities, 
having no points of similarity with 
child labor. 


AUDITIONS WILL 
CARRY CHARGE 


Washington, D. C., Sept. 21.—All 
auditions shall be paid for by the 
prospective buyer, the code of the 
Broadcast Producers’ Group, sub- 


mitted to the NRA this week, pro 
vides. 

This is a new organization, formed, 
according to its announcement, to 
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“put the business of program-produc- 
ing on a basis of fair competition.” 
Major J. Andrew White is president 
Offices have been established in the 
Radio City Building, New York, with 
Stewart Seymour in charge as man- 
aging director. 

The code fixes minimum wages of 
actors and production technicians on 
commercial programs on Class A sta- 
tions at $25 per performance. Class 
A stations are those charging from 
$250 to $400 for an evening hour. 
The remuneration scales down to a 
minimum of $10 for each perform- 
ance for those on commercial pro- 
grams on Class D stations—those 
charging $100 and under for each 
evening hour. 

The basis of payment for auditions 
is fixed at one-half the minimum 
wage for commercial performances 
of actors, production technicians and 
extras participating, calculated on 
the basis of the class rate applicable 
to the station contemplated for use. 
If a group of stations is being con- 
sidered, the highest classification 
within the group shall be used. 


With “Parents’ Magazine” 


Allison R. Leininger, formerly 
eastern advertising manager of The 
Delineator and an advertising execu- 
tive with other magazine publishing 


MOVIE TIE-UPS 
ADD NEW PUNCH 
TO LUX SAGAS 


New York, Sept. 21—The woman 
who sees the photograph of a film 
star in a soap advertisement in a 
newspaper is usually impressed. If 
she sees the same lovely actress in 
a moving picture immediately there- 
after, she is likely to buy the soap 
credited with creating the beautiful 
complexion. 

That apparently is the theory un- 
derlying the latest tie-up with mo- 
tion pictures by Lever Brothers in 
behalf of Lux Toilet Soap. This col- 
laboration is confined to important 
pictures shown in large cities. The 
advertisement is sent to the paper 
well in advance of the scheduled 
showing in the local theater, its re- 
lease being authorized for the second 
or third day after the run has started 
and the exhibitor’s own advertising 
has made it a subject of spirited local 
discussion. The company stipulates 
position in or near the motion pic- 


The latest example of this new 
type of advertising is a tie-up with 
“Lady for a Day,” featuring Glenda 
Farrell. The title of the advertise- 
ment is “I longed to know the secret 
of Glenda Farrell’s charm,” and the 
copy relates the familiar romance 
story told so often by Lux. 


Continues Movie Flavor 


Lever Brothers’ copy has long con- 
tained a strong motion picture flavor, 
with endorsements of individual mov- 
ing picture stars and the statement 
that nine out of ten screen stars use 
this beauty soap to keep their skin 
lovely. 

The ideal situation, Lever Brothers 
are said to believe, would be to pre- 
sent these movie stars in the flesh. 
This being impossible, they have 
adopted the next best course of ally- 
ing themselves with the actresses on 
the screen, as they live the roles 
that come to many wistful members 
of the audience only in dreams. 

The company has also inaugurated 
a sampling campaign for Lux soap 
and flakes in selected markets, which 
is unusual in that full size samples 
of the products are being distributed. 


Form Design Firm 
Clarice Saymon, Inc., industrial 


houses, has joined Parents’ Magazine, 
New York, as advertising manager. 


ture section of the newspaper. 


designers, has been organized, with 
offices in the RCA Bldg., New York. 


STARVED 


WOMANHOOD 


AN a.career take the place of love in a 
woman’s life? An intelligent business 
woman discusses this problem in a frankly 
written article in the October issue of 
Physical Culture, The Personal Problem 
Magazine. The title of the article is “My 
Starved Womanhood,” and touches in 
many ways the lives of thousands and thou- 
You 


probably know of several similar cases 


sands of women in business today. 


among your own business acquaintances. 


How the author of this particular article 
arrived at a wise solution makes an illu- 
An article 
packed with advice that should prove bene- 


minating and helpful article. 


ficial to thousands of other woman in simi- 
lar predicaments. From the hundreds and 
hundreds of letters received from time to 
time by the Editors of Physical Culture, 
there is evidence aplenty that “My Starved 
Womanhood” will certainly aid many to 
solve a kindred personal problem. 


It is because of these letters received by 
Physical Culture Editors asking their au- 
thoritative advice upon such similar prob- 
lems that they were prompted to print this 
It is and has 
always been part and parcel of their edi- 


actual experience story. 


torial service that more than a quarter of a 
million readers of Physical Culture Maga- 
zine be given authentic and helpful advice 
in their daily business and social problems. 


a 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, 


In fact, these loyal readers rely upon 
these helpful personal problem features to 
such an extent that Physical Culture is 
being hailed nationally as the “Personal 
Problem Magazine.” Its reputation is ap- 
parently being widely heralded through 
what you ad-men call “word of mouth ad- 
vertising.” Circulation is up. During 
July, newsstand sales increased some 
25% ; August was 27% better, while Sep- 
tember reports are very, very favorable 
to date. 


Any magazine that shows such splendid 
gains in these times surely must have an 
editorial program that is clicking. Clicking 
in a big way, too. Certainly, Physical Cul- 
ture Magazine has real reader-interest and 
a growing, alert audience. A responsive 
audience of more than a quarter of a mil- 
lion families which no wide-awake ad-man 
can afford to pass up. 


THE PERSONAL PROBLEM MAGAZINE 


CHICAGO READY 
FOR OPENING OF 
D.M. A. A. MEET 


Chicago, Sept. 21—With the addi- 
tion of five prominent speakers to the 
program announced last week, all is 
in readiness here for the reception 
next week of more than 2,000 pro- 
ducers, users and suppliers of direct 
mail, who will gather for the six- 
teenth annual sales and advertising 
conference of Direct Mail Advertis- 
ing Association. 

Always one of the best attended 
and most enthusiastic of advertising 
gatherings, the conference this year 
promises to rank well up among 
D. M. A. A. sessions, with the cur- 
rent general upturn in business con- 
ditions and the closing days of Chi- 
cago’s world’s fair acting as dual 
magnets to draw attendance from 
every section of this country and 
Canada. 

The latest additions to the pro- 
gram include Frank Hamilton, sales 
manager, Von Hoffman Press, 
Louis, who will address the better 
letters conference Wednesday morn- 
ing on “Correcting Mistakes in Atti- 
tude;” H. G. Weaver, sales research 
staff, General Motors Corporation, 
who will take part in the Thursday 
marketing conference; Harry New- 
man Tolles, president, Sheldon 
School, Chicago, who will talk on 
“How Sales Are Made or Lost” at 
the advertising salesmanship con- 
ference; T. K. Kelly, T. K. Kelly 
Sales System, Minneapolis, ‘Direct 
Mail as the Most Effective Insurance 
for Store Prestige,” at the retail ad- 
vertising conference; and Paul Ryan, 
sales promotion manager, Shell Pe- 
troleum Corporation, who will talk 
at the Friday general session on “In- 
creasing Returns by Stepping Up 
Quality.” 


St. 


Many Exhibits 


In addition to the program proper, 
the educational exhibit of direct mail 
campaigns and the commercial ex- 
hibit will command much attention 
from delegates. Paper manufacturers, 
printers and others who will have 
exhibits at the convention include: 

Dill & Collins; National Bundle 
Tyer Company; Shattock & McKay; 
Standard Paper Company; Colum- 
bian Envelope Company; L. C. Allen 
Company; B. H. Bunn Company; 
Paper Makers Advertising Club; In- 
ternational Paper Company; Artist 
and Advertiser; Falulah Paper Com- 
pany; Vogue-Wright Studio; 

Addressograph - Multigraph Com- 
pany; International Business Ma- 
chines; I. S. Berlin; W. F. Hall 
Printing Company; Patten Paper 
Company; American Typefounders 
Sales Corporation; American Writ- 
ing Paper Company; R. R. Donnelley 
& Sons Company; Heco Envelope 
Company; A. B. Dick Cempany; 

Kimberly-Clark Corporation; 
American Colortype Company; Ma- 
gill-Weinsheimer Company; Buckley, 
Dement & Co.; Postage and The Mail- 
bag; S. D. Warren Company; ADVER- 
TISING AGE; Mid-States Gummed 
Paper Company; Du-Plex Onvelope 
Company; Whiting Plover Paper 
Company; Manz Corporation; 

Rising Paper Company; Swigart 
Paper Company; Postage Meter Com- 
pany; U. S. Envelope Company; 
Ditto, Inc.; Hammermill Paper Com- 
pany; Appleton Coated Paper Com- 
pany; A. M. Collins Company; Cuneo 
Press; Varityper, Inc.; 

Munising Paper Company; Elliott 
Addressing Machine Company; Doo- 
little & Co.; Blunden-Lyon Company; 
Selectograph Company; Strathmore 
Paper Company; Butler Paper Com- 
pany. 


Heads New Division 


Fred Ellerbrook, former eastern 
representative of Artographic Corpo- 
ration and New England sales man- 
ager of John Baumgarth Company, 
has been made head of a new divi- 
sion of the Reliance Graphic Corpo- 
ration, New York, specializing in the 
creation and production of syndi- 
eated direct mail. 


— 


LEADS MEETING 


Company, general chairman for 
big convention. 


Broadcaster 
Sponsors New 
News Service 


Albany, N. Y., Sept. 21.—Incorpo- 
ration papers for Columbia News 
Service, Inc., were filed here today, 
writing another chapter into the 
long controversy between radio and 
newspapers over broadcasting of 
news. William F. Paley, president 
of Columbia Broadcasting System, is 
a director of the news service. 

The new company is capitalized at 
$100,000. Its home office will be in 
New York City. Other directors are 
Edward Klauber and Mefford B. 
Runyan, also connected with Colum- 
bia Broadcasting System, and Ralph 
F. Colin, New York City. 

The incorporation papers state the 
principal purpose of the company is 
“to conduct the business of gather- 
ing, obtaining and procuring by its 
own instrumentalities news and 
news items of every nature and de 
scription, and broadcasting, report: 
ing and publishing the same by radio 
broadcasting, television, written or 
printed documents, facsimile or oth- 
erwise.” 

The company also reserves the 
right to sell or distribute this news 
for any useful purpose and to any 
mediums. To these various ends, it 
states its purpose to maintain a 
corps of competent reporters and 
other employes. 


Add Dailies 
To Magazines 


For Campbell 


(Picture on Page 16) 


Camden, N. J., Sept. 21.—The larg: 
est advertising campaign in the his- 
tory of the Campbell Soup Company 
has been released, A. C. Dorrance, 
president, announced this week. The 
company is increasing the magazine 
list carrying its copy, while schedul- 
ing half pages every week in news 
papers in key cities. 

Collier’s, The New Yorker, Time 
and True Story are the most recent 
additions to the magazine list, which 
already included American Magazine, 
Cosmopolitan, Good Housekeeping, 
Harper’s Bazaar, House & Garden, 
Ladies’ Home Journal, McCall's, No 
tional Geographic, Pictorial Review, 
Redbook, Saturday Evening Post, 
Vanity Fair, Vogue, and Woman's 
Home Companion. Color will be used 
in most of these magazines. 

Striking, dramatic human-interest 
copy will be keyed to the slogal, 
“Soup is just the thing.” Each ad 
vertisement in the series will depict 
a tense moment when “soup is just 
the thing.” 

F. Wallis Armstrong Company, 
Philadelphia, is the Campbell agency. 


Detroit Agency Moves 

Bernard Wohl & Co., Detroit 
agency, has moved from the David 
Stott Bldg. to the Fox Theater Bldg. 
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ADVERTISING AGE 


Porras eve 1H) 


Take the baby out for air. Stop at the nearest newsstand and get a News—before they are 

all gone. Deposit News in carriage with baby and go shopping at neighborhood stores. Air baby 
and read The News .. . We’ve caught the baby and News combination. Neither subject was 
posed. And the baby wasn’t asked or paid for a testimonial . . . You can see thousands of 
babies and Newses and shopping mothers yourself, any good morning . . . And if seeing is 
believing, you’ll understand why this morning paper is the first medium in New York for 


anything women buy! . . . Majority coverage, maximum reader attention, minimum cost! 


THEaNEWS 


New York’s Picture Newspaper 


220 EAST 42nd STREET, NEW YORK CITY 
Tribune Tower, Chicago - Kohl Bldg., San Francisco 
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Fitting Direct Mail to the Job 


The conference of the Direct Mail 
Advertising Association which will 
be held in Chicago next week is 
marked with a highly practical type 
of program. Advertisers who use this 
form of sales promotion are getting 
down very definitely to brass tacks, 
and are figuring out just how to 
make the most of what is a mighty 
valuable method of stimulating sales. 

The big feature of recent direct 
mail activities has been the growing 
disposition of leading exponents of 
the medium to present it not as a 
competitor of other forms of adver- 
tising, but rather to show how it 
can be fitted into a general campaign 
embracing all forms of advertising 
and sales promotion. There is no 
doubt that this is the logical posi- 
tion to take, and that if direct mail 
is used properly on carefully selected 
lists, it will pay out handsomely. 

Failures in direct mail, like those 
in other fields, have been the result 
of trying to make this form of pro- 
motion effort carry too big a load, 
or to do a job for which other kinds 
of advertising are better suited. Its 
employment for mass advertising, 
for example, is too costly to be justi- 
fied in most cases, but when the ad- 
vertiser can “call his shots” and aim 
his appeal at selected prospects, di- 
rect mail functions in a highly effec- 
tive and profitable manner. 

The attitude of leaders in the di- 
rect mail field with reference to the 


Adjustments 


use of other mediums is also charac- 
teristic of the times. There has been 
no more striking evidence of the de- 
velopment of a sound and intelligent 
point of view regarding advertising 
than the recognition on the part of 
all in the business of the importance 
of each medium in performing the 
special task for which it is designed. 
The appreciation of sellers as well as 
users that no onetype of medium can 
perform every advertising function, 
but that each has its own special 
characteristics which give it value in 
its particular field has made for 
more constructive sales efforts and 
for better advertising. 

The direct mail group held one of 
its most successful conventions in 
Chicago in 1927, and in spite of the 
fact that arrangements for the 1933 
convention were earried on fer -the 
most part under adverse business 
conditions, the event promises to be 
a big success from the standpoints of 
attendance, value of material pre 
sented and size and scope of the ex- 
hibits. 

The latter, representing the efforts 
of many of those catering especially 
to the direct mail field, indicate a 
disposition to go after business hard 
and to take advantage of the general 
improvement in the situation. From 
a psychological standpoint, the con- 
vention should contribute much to 
the advertising world. 


in Securities 


Advertising 


The attitude of the investment 
banking field toward the national 
securities act was accurately re- 
flected in the discussions at the New 
York convention of the Financial Ad- 
vertisers’ Association, reported in 
the September 16 issue of ADVERTIS- 
inc AcE. The feeling is that the act 
makes it difficult if not impossible to 
offer securities for sale through ad- 
vertising without rendering the dis- 
tributor unduly liable for losses 
which may be suffered by purchasers, 
and that the act should be changed 
to provide greater leeway in this re 
spect. 

It seems evident, however, from 
the discussions of the state commis- 
sioners and the comments of those 
outside the investment field, includ- 
ing President Roosevelt, that there 
is strong support for the act as writ- 
ten, and that it may be almost im- 
possible to change it in the immedi- 
ate future. It is questionable, there- 
fore, whether the investment houses 
will find it profitable to pursue for 
long a course of definite opposition 
to the act, in the hope of ultimately 
amending it so as to accord with 
their ideas of the practical require- 
ments. 


Too much delay and reluctance in 
making the most of an admittedly 
difficult situation may force those 
who have capital financing to take 
care of to use advertising as a means 
of establishing direct contact with in- 
vestors. This is already being re- 
sorted to; for instance, a Catholic in- 
stitution which desired long-term 
funds recently published its adver- 
tisement in a number of middle 
western newspapers, inviting invest- 
ors to get in touch with it direct or 
through regularly established chan- 
nels. 

Well-known advertisers, whose 
products have become familiar to 
millions of consumers all over the 
country, would probably find no diffi- 
culty in marketing their securities 
through direct advertising and sales 
methods if these prove necessary. 

American business is going to need 
financing service on a broad scale as 
it emerges more and more from the 
depression period; and hence it is to 
be hoped that financial advertisers 
will learn to operate under the act, 
since it establishes the conditions 
which will govern the sale and dis- 
tribution of securities to the public 
for some time to come. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 522. Telling it to Sweeney, No. 30. 


In usual New York News style, this 
booklet, first of the “Tell it to 
Sweeney” series of booklets to be is- 
sued in some time, amuses and in- 
structs. It contains, in addition to 
data on the News, as a medium, much 
comment on general merchandising 
trends, new ideas, etc., which should 
prove interesting to every advertis- 
ing and merchandising man. 


No. 523. Chicago’s Largest Home 

Circulation, 

An impressive brochure of extraor- 
dinary size analyzing the home cir- 
culation of Chicago newspapers. 
Maps and charts for each of the 
eight city and suburban areas sur- 
veyed are included. Published by 
Chicago Daily News. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 
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"| represent the Otis Elevator Company.” 


SALESMANSHIP IS COMING BACK — 


j weit | 


—Life. 


Voice of the Advertiser 


Thinks Code Should 


Ban “Speculation” 

To the Editor: Although we have 
signed the President’s blanket NRA 
code, we have not signed the pro- 
posed advertising agency business 
code. 

Our reason is that one of the most 
unfair practices of the advertising 
agency business is not mentioned. 
We ‘refér to what is commonly 
known as “speculative plans and 
copy.” 

Though we believe that most codes 
are designed to eliminate unfair 
practices in their respective fields, 
we have been advised that “no such 
provision was put into the advertis- 
ing agency code because it was 
deemed too controversial in char- 
acter and the Administrator wants to 
avoid controversial issues, for the 
present at least.” 

It is certainly an unfair practice 
if one agency spends several hun- 
dred dollars for speculative plans 
and copy (with no assurance of ac- 
ceptance or compensation) to use in 
a competitive solicitation against an 
agency that attempts to solicit on its 
record. 

In addition, the proposed code in- 
cludes no provision for overtime of 
help during rush seasons. It leaves 
a loophole for sharpshooters who 
want to furnish free art work and 
mechanical production. Not a word 
is said about compensation for prep- 
aration of direct mail—another loop- 
hole for an agency to practice re- 
bating. 

Yet a general provision of the pro- 
posed code states “it shall not be so 
interpreted or administered as to 
eliminate or oppress small enter- 
prises or to discriminate against 
them.” 

J. LYNN MILLER, 
President, Advertising Inc., 
Richmond, Va. 
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Goodyer Urges a 


Little Word Coining 


To the Editor: “Lost: A Word,” 
the title you gave S. D. B.’s letter in 
your Sept. 9 issue gave rise to a 
false alarm. 

Nothing has become of the word 
“famous” since Shakespeare and a 
few others made it into that awk- 
ward form which is seen, for exam- 
ple, in “The painful warrior fa- 
moused for fight.” 

Nothing is wrong with “famous,” 
unless its usage has become weari- 
some. If it isn’t a famous dinner 
or speech or victory, it is a famous 
beauty or orator or wfiter or states- 


man or pirate or robber; or someone 
is famous for his benevolence or elo 
quence or erudition, or as an apostle 
of this or that, etc., ete. 

And if you think the word has 
been totally lost, “Its famous small 
bubble lather softens each whisker 
at the base .. .” appears in a repro- 
duced advertisement on the second 
page following S. D. B.’s letter in 
your Sept. 9. issue. 

“The fam’ Cassibelan” (Cymba- 
line, III, 1) and “Ye fam’d Warm 
Springs” (Washington’s journal, 
1748) are two of a number of liter- 
ary examples of “famed” in the ad- 
jectival sense of “celebrated,” “re 
nowned,” “famous,” before this use 
of “famed” became old fashioned 
perhaps almost a century ago. 

The fact is then that the advertis- 
ing writer who wrote “most famed 
and brilliant stars” simply made use 
of the archaic synonym as a refresh- 
ing change from the hackneyed “fa 
mous.” 

Of course, when a standard word is 
worn out and a “snappy” American- 
ism does not exist, an advertising 
writer really should coin something 
new on the spur of the moment. 

Now, should “famed” be made cur- 
rent again in its old respect and 
“famous” be turned out of usage, 
or will someone please coin a new 
and striking synonym of “cele 
brated,” “renowned,” etc., in order 
that the letters “obs.” may be placed 
against “famous”? 

N. S. Goopyer, 
Dip-It, Inc., Stamford, Conn. 
* * ¥ 


Liked Editorial 


To the Editor: We have read with 
great interest the editorial in your 
Sept. 9 issue, headed “King Coal 
Goes Automatic.” We wonder if you 
will be good enough to send us four 
additional copies of this issue. We 
should also like your permission to 
reprint this editorial in our house 
organ, “The Iron Fireman Maga- 
zine,” which circulates within our 
own organization. 

DALE WYLIE, 
Sales Promotion Manager, Iron Fire 
man Manufacturing Company, 

Cleveland, O. 


MacMahon Promoted 


Charles MacMahon, a former pres- 
ident of the Financial Advertisers 
Association, has been advanced from 
sales promotion manager of the De 
troit Vapor Stove Company to man- 
ager of the eastern territory, with 
Cleveland headquarters. Harold 
Brown, formerly advertising man- 
ager, is now director of advertising 
and sales promotion. 
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NATIONAL RETAIL PURCHASES 
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= con HAT The Country Gentleman delivers for 344 Eighty per cent of Country Gentleman readers live 


“a be cents is an outstanding example of how eco- where two-fifths of the nation’s retail sales originate 
on e e os A > 
house | 2Omical magazine advertising really is. —places under 10,000. Leaders of industry are already 


Mage In a market which is new to many, 34 cents* will looking to this comparatively uncultivated market for 


im our | buy a full-page introduction and a call-back once a month volume to offset losses in other fields. 
yur, | for a year to a family of The Country Gentleman type. Nearly six million persons in 1,650,000 families 


n Fire- : 4 F : d The 
mpany, | Compare that with what 314 cents will buy in other —70% home-owning, 867% cat-owning—read 
forms of sales promotion . .. and remember 70% of Country Gentleman every month. They are families of 


Country Gentleman families own homes; 867% own automobiles. the type which are first to buy and greatest in influ- 
Country Gentleman families are prospects for every-  ©9¢° OP other families. *Four-Color Pages, 4° cents. 


A. B.C figures. More detailed analysis raises this figure to 80% 


stesso? at your product x 
is one that most families can use or = 
"enjoy, The Country Gentleman should. 

‘be one of the first three magazines in 
ing. plan... 
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rtisers thing that any group anywhere buys—foods, clothing, 


d from | dry ; bil lectrical appliances 
: gs, cosmetics, automobiles, electrical app , ] Y 
: ‘nal house-furnishings. THE Co N TR GE N TL E MAN 


,, with 
Harold They know The Country Gentleman better than any FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 


an | other magazine. When it introduces you to them, your ; , 
... Key to 40% of National Sales Potential 


rtising 
merchandise shares the confidence which this maga- 
zine has built up by 102 years of specialized service. THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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No. 80 of a Series 


Seven Dainty Bird Dogs 


A-Sittin’ 
on 


the 


wee ON 
aden aN Na) ye 


hy JAN 


ed 


Porch 


, a world can rather 


definitely be divided into 
those who write and those 
who come in to tell you that 
they have written. 


It can further be divided 
into those who think that 
publishing is a romantic bus- 
iness, meeting all those dis- 
tinguished and interesting 
people, etc., and those who 
read manuscripts and meet 
the authors. 


It can be still further di- 
vided into those who write 
and those who lug a suitcase 
full of manuscripts home 
every night and sit in the 
library reading them while 
everybody else is down in 
the cellar playing ping pong 
and hoisting a foot up on 
the rail. 


Meaning that in the eyes 
of most editors publishing 
is just as romantic as street 
car motoring except that the 
hours are longer. 


And when that is stated 
and entirely agreed upon 
along comes a publishing 
romance to confound the 
editorial galley slaves. 


Either it is a hand-written 
novel tied in blue ribbon 
which turns out to be a 
“David Harum” or it’s a 
short story about Abysinnia 
which increases the circula- 
tion of the Monthly Sphere 
312,000 copies in the region 
of South Amboy, N.J., alone. 


WWE Te. 


Or would you rather hear 
about the dog-eared, moth- 
eaten, mangled set of pages 
which introduced Marjorie 
Kinnan Rawlings to the 
readers of Scribner’s Maga- 
zine about three years ago? 

The title of that hopeless 
looking manuscript was 
“Cracker Chidlings”, a se- 
ries of sketches about a 
Florida which was new to 
American readers. That was 
followed by a long story 
called “Jacob’s Ladder”, 
which was so good that 
readers still write in to remi- 
nesce about it. And that in 
turn was followed by the 
novel “South Moon Under”, 
which was a Book-of-the- 
Month selection this Spring. 

What we’re getting 
around to is that in October 
Scribner’s Magazine, Mrs. 
Rawlings has a story called 
“Benny and the Bird Dogs”, 
which will either make you 
laugh or you had better see 
your doctor more than twice 
a year. 

It’s about an old buzzard 
named Uncle Benny who 
happens to be the sheriff of 
the county, the owner of a 
Ford and the owner of seven 
bird dogs, who sit solemnly 
on the rear seat of the Ford 


_ while he careens madly about 


the countryside on officialand 
unofficial duties which Mrs. 
Benny does not approve of. 

We can give you the best 
idea of how good it is by say- 
ing that it leads the October 
number of Scribner’s Maga- 
zine — an honor which sel- 
dom comes to a fiction story. 


SCRIBNER’S 


MAGAZINE 


50,000 Homes That Spend A Minimum of $500.00 A Month To Live 


NEWSPAPERS’ 
LINEAGE IN 
UPWARD LEAP 


New York, Sept. 21.—Bright spots 
continue to multiply on the advertis- 
ing horizon, giving agencies, adver- 
tisers and publishers reason to be- 
lieve that the long-awaited upturn is 
really at hand. 

Following the first comparative 
gain in national advertising lineage 
in newspapers in many months in 
July, and comparable optimistic fig- 
ures for national magazines and 
chain broadcasting sales in August, 
the August analysis of advertising 
earried in 111 dailies in 30 leading 
cities, as compiled by New York Eve- 
ning Post, reveals further cause for 
cheerfulness among medium owners 
and buyers of space alike. 

Not only did national advertising 
in these papers in August continue 
the gain registered in July, but re- 
tail lineage and total lineage in these 
papers showed a _ substantial gain 
over the same month of 1932—the 
first comparative gain in more 
months than most newspaper pub- 
lishers like to remember. 


National Lineage Up 22% 


Total national lineage for the 
group was 13,608,137 for August, 
1933, compared with 11,194,070 for 
August, 1932, a gain of approxi- 
mately 21.6 per cent. Retail lineage 
went up approximately 9.2 per cent, 
from 33,047,915 in August, 1932, to 
36,081,674 in August, 1933; and total 
advertising lineage carried by the 
papers registered a gain approxi 
mately 8.7 per cent. Comparative 
figures were 59,483,774 lines in Au- 
gust, 1932, and 64,664,256 lines last 
month. 

National lineage showed an in- 
crease in 29 of the 30 cities listed, 
while papers in 21 of the 30 cities 
earried more local advertising. In 
total lineage, 26 of the 30 cities ex- 
ceeded 1932 figures. 

Oakland, Cal., reported the largest 
gain in retail lineage, its figure be- 
ing 159.6 per cent of the 1932 amount. 
Next in order were Indianapolis, 
133.2 per cent; Milwaukee, 132.7 per 
cent; and Chicago, 122.2 per cent. 

Of the 111 dailies listed 87 showed 
a gain in total lineage during the 
month, and 101 showed an increase 
in national advertising lineage 
carried. 


Run Southern 
Test on Nujol 
* Salad Dressing 


Atlanta, Ga., Sept. 21.—‘‘Nujol for 
Use on Salads” is being advertised 
in Atlanta, Louisville and Jackson- 
ville, Fla., by Stanco, Inc., New York 
City. These tests will determine 
whether the company’s wide-spread 
advertising for Nujol mineral oil as 
an aid to elimination will prove a 
handicap or otherwise when associ- 
ated with a food product. 

The chief appeal thus far used in 
newspaper copy is the non-fattening 
qualities of Nujol Salad Dressing. 
The south was selected for the cam- 
paign because of the well known fact 
that southerners eat less meat and 
more vegetables than residents of 
any other section. 

The test will be one of the longest 
ever conducted by Stanco, subsid- 
iary of the Standard Oil Company, 
according to present plans. Every 
possible appeal will be used in a 
campaign to run three months or so 
before it is extended to the national 
field. 


Heads NRA Unit 


Dr. Kenneth Dameron, assistant 
professor of marketing of Ohio State 
University and staff member of the 
National Retail Dry Goods Associa- 
tion, has been appointed head of 
the retail and wholesale division of 
the NRA. 


AUGUST NEWSPAPER LINEAGE IN 30 CITIES 


City National Local Classified Totals 
1933 1,615,446 3,644,574 1,217,786 7,207,507 

Mow Meet, . Ag sses ves 1932 1,355,126 3,651,077 1,305,966 7,023,375 
Diff + 260,320 —6,503 —88,180 +184, 132 

7 i 1933. 773,305 1,847,776 895,400 3,834,3q] 
oe 1932 545,276 1,512,484 941,890 3,231.35) 
Diff + 228,029 + 335,292 —46,490 + 603,039 

Fe 1933 «653,964 = 2,077,244 = 758,166 3TH 
Philadelphia ........... 1932 483,066 1,812,751 789,713 3,294,891 
Dift +170,898 + 264,493 —31,547 + 451,472 

; ‘1933 —*552,785 1,252,535 = 435,046 = TT aR 
ON OT TCT. 1932 432,712 1,274,728 509,824 2,278,205 
Diff + 120,073 —22,193 —74,778 —844 

= 1933 411,048 1,234,275 323,568 1,968,389) 
Cine Ge. vain ceeese 1932 376,509 879,711 391,645 1,647,865 
Diff + 34,539 + 354,564 —68,077 +- 321,096 

\ wk. ~ 1933 518,120 1,224,730 489,330 2,232,180 
ee ee ee ee 1932 371,535 1,057,250 374,995 1,804,399 
Diff +146,585 + 167,480 +114,335 + 427,799 

= 1933 «641,505 «1,548,926 493,696 2,941,905 
a ee 1932 584,216 1,564,399 532,226 2,905,978 
Dift + 57,289 —15,473 —38,530 + 35,931 

are 1933 603,947 1,378,295 507,557 2,489,795 
0 1932 520,991 1,161,813 526,488 2,209,299 
Diff + 82,956 + 216,482 —-18,931 L___ + 280,507 

a Se 1933 730,604 1,615,474 740,936 3,087,014 
Los Angeles ........... 1932 656,292 1,751,064 787,164 3,194,520 
Diff +74,312 —135,590 —46,228  —107,506 

-~ 9h Oe We ~~ 1933 259,037 960,508 260,116 1,683,995 
NE ae eee: ame 1932 231073 793,806 275,880 1,491,063 
Diff 27,964 + 166,702 —15,764 + 192,999 

Sa «a 679,618 1,188,358 584,625 2,452,601 
San Francisco ......... 1932 542,146 1,137,344 708,835 2,388,325 
Diff +137,472 +51,014 —124,210 + 64,276 

eo — -*«4933~—«S 8, 471 934,928 ‘199,516 1,542,915 
Milwaukee ...........- 1932 336,750 704,564 219,727 1,261,041 
Diff +71,721 + 230,364 —20,211 + 281,874 

ae «4988 596,056 1,895,123 785,302 3,276,481 
WESRINGtON 2s. cscccves 1932 528,223 1,681,415 715,391 2,925,029 
Diff + 67,833 + 213,708 +69,911 + 351,452 

lS 1983 352,380 1,156,456 323,470 1,832,306 
DiMGMBAE 6c nncccckeas 1932 295,442 995,806 343,798 1,635,046 
Diff + 56,938 + 160,650 —20,328 + 197,260 

> “eo Sere ~ 1933 423,422 1,318,158 618,172 2,359,752 
New Orleans .......... 1932 351,708 1,362,822 455,154 2,169,684 
Diff +71,714 —44,664 +163,018 + 190,068 

_ . 1933 401,152 988,077 344,399 1,768,345 
po eee eee 1932 308,631 927,970 408,354 1,697,716 
Diff +92,521 + 60,107 —63,955 + 70,629 

a 1933 358,680 789,980 412,636 1,562,708 

RE Ee CEE 1932 282,954 780,808 374,990 1,452,626 
Diff + 75,726 +9,172 + 37,646 + 110,082 

i, 1933 362,619 1,084,275 360,684 1,807,578 
Indianapolis ........... 1932 256,581 814,257 369,342 1,440,180 
Diff +106,038 + 270,018 —8,658 + 367,398 

Ey 1933 181,113 662,370 245,594 1,237,709 
Ne POO 1932 157,816 679,515 274,213 1,210,232 
Diff + 23,297 —17,145 —28,619 + 27,477 
1933 321,707 858,537 277,631 1,457,875 
Providence ...........- 1932 329,812 807,819 295,216 1,432,847 
Diff —8,105 +50,718 —17,585 + 25,028 
1933 278,624 970,206 260,935 1,509,765 
CRIMONEEE ooo cases oe 1932 240,511 956,148 281,322 1,477,981 
Diff +38,113 +14,058 —20,387 + 31,784 
1933 310,038 1,139,113 222,163 1,671,733 
|) rr 1932 248,495 945,763 239,900 1,434,729 
Dift +61,543 +193,350 —17,737,  +237,004 
1933 401,673 868,312 293,254 1,563,239 
ee ME soos enercc ee 1932 288,680 885,696 286,748 1,461,124 
Diff +112,993 —17,384 + 6,506 +102,115 
1933 301,719 1,160,058 316,050 1,777,827 
CREE o5icinks cre esak 1932 260,581 727,585 371,584 1,359,750 
Diff + 41,138 + 432,473 —55,534 + 418,077 
1933 201,608 728,536 218,387 1,259,104 
NN 5 SK asthe 41a 'och.couat 1932 129,804 614,904 241,678 1,047,613 
Diff + 71,804 +113,622 —23,291 + 211,491 
1933 251,762 681,058 116,256 1,049,076 
Birmingham ........... 1932 220,178 815,920 111,902 1,148,000 
Diff +31,584 —134,862 +4,354 —98,924 
1933 202,751 699,318 272,321 1,338,181 
iGhRORE sks ceneees 1932 177,749 628,382 322,742 1,240,496 
Diff + 25,002 + 70,936 —50,421 + 97,685 
mi 1933 253,778 901,124 216,006 1,370,908 
ee ee ee rt 1932 213,276 916,776 249,270 1,379,322 
Diff + 40,502 —15,652 —33,264 —8,414 
1933 283,388 799,596 323,876 1,406,860 
Fe EC ee ree 1932 246,638 752,388 362,068 1,361,094 
Diff + 36,750 + 47,208 —38,192 + 45,766 
apr heen 1933 277,817 473,764 198,411 949,992 
Pisa Moinen occ icsceces 1932 221,299 452,950 205,849 $80,098 
Dift +56,518 + 20,814 —7,438 + 69,894 
1933 13,608,137 36,081,074 12,711,289 64,664,256 
ees es 1932 11,194,070 33,047,915 13,273,874 59,483,774 
Diff +2,414,067 +3,033,759 —562,585 +5,180,482 


—New York Evening Post. 


Twin-State Gets 
Two New Accounts 


Twin-State Advertising Agency, 
New York, has been appointed to 
handle advertising of the May Inter- 
national Corporation, New York, im- 
porters and distributors of wines, 
beers and liquors, and Pal Products 
Company, Brooklyn, N. Y., manufac 
turers of polish, powders and cleans- 
ers. 

May International will use news- 
papers, class publications and trade 
journals. Foreign language and Eng- 
lish newspapers will be used in a 
trial campaign for Pal Products. 


Desmond with “Monitor” 


Robert Desmond of the school of 
journalism, University of Minnesota, 
has resigned to become a foreign 
editor of the Christian Science Moni- 
tor. Reginald Coggeshell takes his 
place at the school. 


Files Becomes Officer 


H. W. Files, general sales man 
ager, Pillsbury Flour Mills, Minne- 
apolis, has been elected vice-presi- 
dent. The same recognition has been 
extended to A. E. Mallon, export 
manager. 


“Register & Tribune” 
Radio Men Switched 


Hal R. Sheridan, formerly city 
manager for Publix and manager of 
the Des Moines Theater, has been ap 
pointed manager of KSO, Des Moines, 
the Register and Tribune station, 
succeeding William C. Gillespie. 

Phil Hoffman, who has been sta 
tion manager of the Des Moines 
Register and Tribune station WIAS, 
Ottumwa, becomes a member of the 
KSO personnel, and is succeeded by 
A. L. Triggs, former chief announcer. 


Valentine in New Post 


F. P. Valentine, formerly with 
American Telephone & Telegraph 
Company, and an authority on distri- 
bution, has been elected a vice-presi- 
dent of Stearns, Hopkins & Co., mar- 
ket analysis and distribution plan- 
ning organization. 


Angus Called Insolvent 


A receivership suit has been filed 
in the Chancery court at Wilming- 
ton, Del., by Joseph A. Plummer of 
Cranford, N. J., against the Angus 
Company, New York publisher. The 
complaint alleges that the corpora 
tion is insolvent. 
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» 1933 
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Totals 
7,207,507 
7,023,375 
+ 184,133 
3,834,381 
3,231,35) 
+ 608,099 
3,746.27 
3,294,801 
+ 451,472 
2,277,365 
2,278,206 

_ 8H 
1,968,89) 
1,647,865 
+ 321,026 
2,232,189 
1,804,399 
+ 427,799 
2,941,905 
2,905,978 

+ 35,931 
2,489,799 
2,209,299 

+ 280,507 
3,087,014 
3,194,520 
—107,506 
1,683,985 
1,491,063 
+ 192,922 
2,452,601 


2,388,395 


+ 197,260 
2,359,752 
2,169,684 
+ 190,068 
1,768,345 
1,697,716 
+ 70,629 
1,562,708 
1,452,626 
+ 110,082 
1,807,578 
1,440,180 
+ 367,398 
1,237,709 
1,210,232 
+27,471 
|, 457,875 
1,432,847 
+ 25,028 
509,765 
477,981 
+ 31,784 
671,733 
1,434,729 
- 237,004 
[563,239 
461,124 
- 102,115 
1,777,827 
1,359,750 
- 418,077 
,259,104 
|,047,613 
211,491 
(049,076 
148,000 
—98,924 
(,338,181 
|, 240,496 
+ 97,685 
,370,908 
379,322 
—8,414 
406,860 
,361,094 
+ 45,766 
949,992 
880,098 
+ 69,894 
664,256 
483,774 
180,482 
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September 23, 1933 ADVERTISING AGE 


EAGER.--for new business 


Every type of advertising medium, like every other field of endeavor, is, 
quite naturally 


EAGER--for new business 


Sales counsellors, small advertising agents and those who hang their hats 
and their sticks in the “citadels of advertising thought” on Madison and 
Michigan avenues are 


EAGER--for new business 


The New Deal Brings Honesty 
and a Square Deal Back Again 


brings honesty and a square deal again. ‘Today, men of action, sales managers, adver- 
tising managers and agents who think straight and do a real job know this. 


The most elaborately planned and executed advertising job will not yield a full return to 
its sponsors unless the selling and advertising story is VISUALIZED AND DRAMATIZED 
TO SALESMAN, DEALER AND JOBBER AND TO THOSE WHO MUST GET ACTION 
AT THE ACTUAL POINT OF SALE. 


Surveys, pie-charts, famous artists, word twisters, etc., etc., are all fine, but those 
who pay the bills for all this are also 


EAGER “To Have and To Hold” 
NEW BUSINESS 


The production and exhibition of business motion pictures is a highly specialized work. 


Castle films provides a COMPLETE service from script to screen—a product that does an 
outstanding selling job for its users, equalled by few and excelled by none. 


Nineteen years of honest, aggressive effort have been devoted to the development of our job 
and the protection of our clients. 


PRODUCERS — DISTRIBUTORS — EXHIBITORS 


BUSINESS MOTION PICTURES 


R. C. A. BUILDING 
ROCKEFELLER CENTER 
NEW YORK 


PACIFIC COAST—CLAUS SPRECKELS BLDG., SAN FRANCISCO, CALIF. 
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SISSON, EXPERT 
IN TWO FIELDS, 
DIES IN EAST 


New York, Sept. 21.—Francis H. 
Sisson, the advertising man who be- 
came a banker, and who commanded 
the warm admiration of thousands in 
both fields, died at his home in 
Yonkers of heart disease Sunday. He 
was vice-president of the Guaranty 
Trust Company of New York, former 
president of the American Bankers 
Association and for many years a di- 
rector of the Advertising Federation 
of America. He also served as treas- 
urer of the A. F. A. 

Funeral services for Mr. Sisson, 
who was 62 years old, were held 
Tuesday. 

Mr. Sisson was born in Galesburg, 
Ill., where he spent his youth. After 
graduating from Knox College, he 
joined the Galesburg Evening Mail, 
of which he eventually became editor. 
He also served the Peoria Transcript. 
Seeking larger fields to conquer, he 
journeyed east to become a staff 
member of McClure’s Magazine. 


DIES SUDDENLY 


Francis H. Sisson 


He entered the advertising field in 
1904, as advertising manager of the 
American Real Estate Company, sur. 
rendering this position in 1912 to be- 
come vice-president and general 
manager of H. E. Lesan Advertising 


field, he went to the Guaranty Trust 
Company. 

It was here that his experience 
proved of greatest value to all with 
whom he came into contact. Mr. 
Sisson’s enthusiasm over advertising 
was tempered to some extent by the 
cold logic and conservatism of the 
banking mind. On the other hand, 
the lessons absorbed in advertising 
convinced him that the average 
banker was prone to lean backward. 

He found a middle ground, and de- 
veloped the conviction that advertis- 
ing could be of far greater use to 
banking than it had heretofore been 
allowed to be. At the same time, 
he opposed many of the sweeping 
innovations recommended for bank- 
ing. His philosophy was expressed 
in these words in an address several 
years ago: 


Pursued a Middle Ground 


“In the broad problems of public 
relations which arise in a democracy, 
advertising can be employed with 
great power to serve useful ends. In 
spite of the fact that its powers are 
in many respects limited by human 
nature and that it is difficult to make 
it an exact science, constant progress 
has been made toward its more scien- 
tific use. 


“In the logical development of this 


Agency, New York. From the agency; understanding of the power of ad- 


vertising, we have seen many bank 
ing, fiduciary and investment institu- 
tions actively empoying the sales 
value of advertising in the marketing 
of their services. 


Points to Benefits 


“In this intelligent use of adver- 
tising they are not only increasing 
their own immediate business re- 
turns, but are helping to spread a bet- 
ter understanding of financial service 
and economic fact and theory upon 
which sound business relations can 
be built.” 


Younggreen Pays 
Tribute to Sisson 

Chicago, Sept. 21—‘“‘A great 
banker and a great advertising 
man.” 

This was the tribute of Charles C. 
Younggreen, of Reincke-Ellis-Young- 
green & Finn to the late Francis H. 
Sisson. Mr. Younggreen was presi- 
dent of the former International Ad- 
vertising Association when Mr. Sis- 
son was a member of the board. 

“Mr. Sisson’s grasp of advertising 
and his constructive thinking was a 
constant marvel to me and other ad- 
vertising men with whom he came 
into contact,” said Mr. Younggreen. 
“And he was as affable personally as 
brilliant mentally.” 


ie! 


“WHERE TO BUY IT” dealer identification 


insuri nq? 


Whatever you spend for advertising, you spend for 
only one reason: To get results. 


But unless prospects are able to find your authorized 
dealers, they will be “substituted to death”—and part 
of your advertising investment will be wasted. 


“Where to Buy It” makes advertising results more 
certain by making your authorized dealers easy to find. 
You list your trade mark in classified telephone direc- 
tories wherever you have distribution. Directly belowthe 
trade mark your authorized dealers list their names, 
addresses, telephone numbers. Then, your advertising 
can furnish prospects with definite directions for locat- 


ing authorized dealers. 


With “Where to Buy It” you spend pennies 
to safeguard dollars. Oldsmobile, Kelvinator, ‘ 


A typical ““WHERE TO BUY IT” listing 


service makes advertising more resultful 


Goodrich, L-O-F Safety Glass are a few who find “ Where 
to Buy It” a profitable investment. 

Investigate NOW! Trade Mark Service Manager, 
American Telephone and Telegraph Co.; New York 
address, 195 Broadway (EXchange 3-9800); Chicago 
address, 311 W. Washington St. (OF Ficial 9300). 


- CLASSIFIED_TE 


HONE, DIRECTOR" 
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SLOAN ACCORDS 
RESEARCH WORK 
HIGHER RANKING 


‘Operating Philosophy, He 
Tells Stockholders 


New York, Sept. 21.— Genera! 
Motors Corporation is relying more 
and more on consumer research to 
maintain its position, Alfred Pp 
Sloan, president, has informed stock. 
holders in a message accompanying 
dividend checks. Like many other 
companies, General Motors cultivates 
its small army of stockholders ag. 
siduously, taking every opportunity 
te inform them of what is taking 
place. 

In his message, Mr. Sloan referred 
to the impending 25th anniversary 
of General Motors. Discussing con. 
sumer research, he told why it has 
become so important. 

“As a result of large-scale opera. 
tions and world-wide distribution,” 
he said, “producer and consumer 
have become more and more widely 
separated, so that the matter of keep. 
ing a business sensitively in tune 
with the requirements of the ulti- 
mate consumer becomes a matter of 
increasing importance. 


More Exhaustive Research 


“During the past two years con 
sumer research has been pursued 
along more exhaustive lines than 
formerly, constituting what might be 
called a ‘Proving Ground of Public 
Opinion,’ devoting itself to the find- 
ing of facts as regards the attitude 
of the practical motorist toward vari- 
ous aspects of merchandising and 
service—all of which are vitally im- 
portant as bearing on customer good: 
will and continued patronage. 

“The work is concentrated in a 
central department known as _ the 
Customer Research Staff, which oper: 
ates in close cooperation with Gen- 
eral Motors Research Laboratories, 
Fisher Body’s Art and Color Section, 
and the General Motors Proving 
Ground. 

“During the past year over 1,000, 
000 motorists have been invited ‘to 
pool their practical experience with 
the technical skill of General Motors 
engineers and production experts. 
But it would be a mistake to think 
of consumer research as an isolated 
department. Sending out question: 
naires, calling on people and compil- 
ing statistics—these are only inci 
dents or tools. 

“To discuss consumer research as 
a functional activity would give an 
erroneous impression. In its broad 
implications, it is more in the nature 
of an operating philosophy, which, 
to be fully effective, must extend 
through all phases of a business— 
weighing every action from_ the 
standpoint of how it affects the good- 
will of the institution, recognizing 
that the quickest way to profits—and 
the permanent assurance of such 
profits—is to serve the customer in 
ways in which the customer wants 
to be served.” 


Cleland’s New Work 


G. M. Cleland has been appointed 
assistant to Anton Kamp, art direc: 
tor of Paris & Peart, New York 
agency. He was formerly with the 
advertising department of Montgom- 
ery Ward & Co. and for a number of 
years with McCann-Erickson, Inc. 


Hair Tonic Campaign 


Frances Fagan Products, Holly: 
wood, Calif., is starting a campaign 
for its gray hair tonic with space 
in Harper’s Bazaar, Vogue and The 
peed Yorker, as well as trade maga- 
zines. 


Parker Appointed 


Charles W. Parker, former repre 
sentative for the Alexander Ham- 
ilton Institute, has joined the Feder- 
ated Sales Service of Boston. His 
headquarters will be at Albany, N. Y. 
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ADVERTISING AGE 


[50,000 Women 
DEMANDED WE INCREASE ge 
O.. GUARANTEED 
CIRCULATION!.. 


Now.. Proved Women Buyers 
Cost You LESS Jhan 2¢Apiece! 


FoR over a year Fawcett Women’s Group has 
given you advertisers the lowest page rate per 
thousand to reach a million women buyers. 


But now the women themselves—the women 
you depend on for sales—have decided that a 
million is too small a circulation for this group 
of magazines. . 


They have literally forced us to expand. Now, 
Fawcett Women’s Group announces a guarantee 
of 1,150,000 copies. 

But as ever, the Fawcett Women’s Group page 
rate is the lowest in this field—the lowest page 
rate per thousand, ABC, for any group of a mil- 
lion women readers or more. 


Anticipating Your Requirements 


And the cost of reaching these women with 
full schedules is actually lower! From 2 cents 
apiece, Fawcett Women’s Group has cut the cost 
to 1.9 cents apiece, whether you use one or 
twelve full pages each year. 


The practical gain in circulation is in effect 
on issues now closing. The guarantee and the 
adjustment in the rate, is effective March 1, 1934. 


Protect yourself now against this advance. Just 
write the nearest Fawcett Women’s Group office 
today and find out the story of the million women 
who in one year grew to 1,150,000. Find out why 
they grew so fast—and find out what it has meant 
to advertisers. 


$7. 


Reach a Million or MORE Women 


rue 10: | 
Tontession | 


The Lowest Page 
Rate per Thou- 
sand, ABC, to 


That’s All It Costs 

9 g to Reach a Cus- 
tomer for a Whole 

Year, Even Using FULL PAGES. 


FAWCETT 
PUBLICATIONS 


New York...  eeidaals 
San Francisco 
Minneapolis .. « Chicago 


Now Saves You $340.00 Per Page For All Of 1934 
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Brown’s New Accounts 


E. H. Brown Advertising Agency, 
Chicago, has been appointed to 
handle advertising of Crystal Chem- 
ical Company, Goodwin Tire & Rub- 


ber Company and Bestway Card 
Company, all of Chicago. Magazines 
will be used. 


New Monthly Started 


The Hoosier Patriot, a new 
monthly magazine, will be published 
in Indianapolis soon, with Earle 
Coble, publisher of the Redkey, Ind., 
Times-Journal, as editor. 


Dailies Merge 
The Shamokin, Pa., Dispatch and 
the Shamokin News have consoli- 
dated and will be published as the 
News-Dispatch, an evening paper. 


Covers United States 
for “Tampa Tribune” 


Sawyer-Ferguson-Walker Company 
has been appointed national adver- 
tising representative of the Tribune, 
Tampa, Fla. 

The company has represented the 
Tribune in the Chicago territory 
heretofore. 


Two for Simonds 
Advertising of Pfaelzer Brothers, 
Cnicago, and Bodie-Hoover Petro- 
leum Corporation, Chicago, has been 
placed with Simonds & Simonds, Inc. 


Gotham Appointed 
Gotham Advertising Company, 
New York, has been appointed to 
handle the advertising of the Mary- 


land Distilleries, Inc., Baltimore. 


Lewis Joins Ridgway 


Norman Lewis, former vice-presi- 
dent of the Chappelow Advertising 
Company, and a past president of the 
St. Louis Advertising Club, has be- 
come president of the Ridgway Com- 
pany, St. Louis agency. 


Kauffman Is President 


Milton M. Kauffman, president of 
Electrical Products Corporation of 
California, Los Angeles, has become 
president of the Claude Neon Elec- 
trical Products Corporation, succeed- 
ing the late Paul D. Howe. 


Brewer Appoints 


Mundus Brewing Company, De- 
troit, has appointed Holden, McKin- 
ney & Clark, Inc., Detroit. News- 
papers are being used. 


Murphy Is Banqueted 


Employes of the Minneapolis Tri- 
bune tendered a dinner to Frederick 
E. Murphy, publisher, Tuesday night, 
celebrating his return from Europe, 
where he attended the world wheat 
conference. Mr. Murphy was also a 
luncheon guest of the Civic and Com- 
merce Association. 


Provost with Agency 


Carleton C. Provost, formerly sec- 
retary of the Cutajar-Provost agency, 
has joined Paris & Peart, New York, 
as account executive. 


Fraser Promoted 


Alexander Fraser, vice-president 
of Shell Petroleum Corporation and 
affiliated companies, has been ap- 
pointed president of the company. 


Do YOU KNOW THEM? Not a banker among 
them. No retired millionaires or captains of in- 


dustry. These ‘‘idle rich’’ never did have to work. 

And yet the incomes of their fathers and mothers 
are lavished upon them—these 800,000 boys and 
girls under 15 years who live in Chicago. And do 
they have a good time! And do they need things! 

The Chicago American’s market for juvenile 
merchandise of all kinds in over 400,000 homes is 
larger than the average because this newspaper 
caters to younger families—parents under 40 in 
whose homes you find most of the children under 15. 


Younger families 


read the American because it 


presents news dramatically, its features are smart, 
its whole appeal completely modern. 

These younger families with modern tastes re- 
spond quickly to new ideas about children and for 
children. Example: A cut-out toy grocery store 
featuring the products of ten manufacturers and 
offered in ten page insertions in the American 
Home Journal (Saturday color magazine of the 


wht A MIGHTY 


Chicago American) brought 47,500 requests, al- 
though this premium cost the sender 7 cents! 

Chicago American children have a good deal to 
say about what is bought for them. But mother 
and dad hold the purse strings so it’s usually a 
family decision. And these family decisions in more 
than 400,000 Chicago American homes will result 
in the expenditure of at least $500,000,000 for 
merchandise in the next twelve months. 

No advertiser of juvenile merchandise can over- 
look the largest child market reached by an evening 
newspaper in Chicago — the Chicago American. 


~ CHICAGO AMERICAN 


a good newspaper 
MARKET FOR MERCHANDISE 


National Representatives: Rodney E. Boone Organization 


CONTRAST WITH 
PAST STRATEGY 
FOR NEW LINE 


Paper Manufacturer Digs Into 
Dusty Tomes 


Neenah, Wis., Sept. 21.—Research 
men delved into ancient tomes and 
haunted libraries to gather authentic 
information regarding the classics of 
printing as a basis for the advertis. 
ing campaign now running for Kleer. 
fect, the new Kimberly-Clark pro. 
cessed paper which has attracted 
wide attention among advertisers, 
printers and paper experts. 

The idea back of the series, ac. 
cording to Kimberly-Clark merchan. 
dising executives, is to associate the 
highly modern characteristics of 
Kleerfect as a book paper with the 
classic examples of printing which 
established mile-stones in the early 
days of the graphic arts. And at the 
same time the suggestion of quality 
printing and the exercise of fine 
craftsmanship in producing printing 
for advertisers is one of the objec- 
tives. 

The number and interest of the 
stories of printing in bygone cen- 
turies presented in the series are 
such as to amaze the average adver. 
tising man who thinks he _ knows 
something of the history of letter- 
press. For example, in one adver- 
tisement the reader is told that the 
first book was produced in China by 
Wang Chieh in 868 A. D. It was 
printed from blocks, movable type not 
being used until 1041. 


* Demoralized the Market 


In other advertisement the em- 
barrassing experience of Johann Fust, 
who demoralized the Bible market in 
Paris in 1464 by offering printed 
books at one-third the cost of hand- 
written ones, is the subject of the 
copy. He was a German whose firm 
learned to print before the Parisians 
mastered the art, and he was ac- 
cused of magic because of the uni- 
formity of the books which were 
found in his possession. 

The difficulties of early paper- 
making are referred to in an adver- 
tisement in which Aldus of Venice 
and his printing of the philosophies 
of Aristotle are described. This is 
how Aldus obtained his paper: “It 
was made of pure linen and hempen 
rags beaten in pieces by dint of wood 
and made stiff with glue from boiled 
hides.” 

That England had no paper mill in 
1476, when William Caxton, famous 
in the annals of the industry as one 
of England’s first printers and edi- 
tors, started his career, is revealed 
in another typical advertisement of 
the series. Caxton’s paper, it is ex- 
plained, was imported until 1493, 
when the first paper mill established 
in England began operations. 

“A preacher brought the first print- 
ing press to America,” and “Amer: 
ica’s first paper mill—1690” are titles 
of other advertisements which main- 
tain the historical atmosphere and 
continue the story of the develop- 
ment of printing and paper making. 
The illustrations, carefully developed 
and authentic in every detail, are in 
keeping with’ the text. 

The advertising campaign, which is 
running in black and white, two col- 
ors and four colors in general busi- 
ness papers, printing publications 
and the advertising trade press, is 
being merchandised to printers by 
means of presentations which are in- 
tended for educational rather than 
sales purposes. Advertisers are 
offered a remarkably handsome book- 
let, “The Printability of Certain Pa- 
pers and Why,” in which the special 
characteristics of Kleerfect are ex- 
plained and demonstrated through 
the reproduction of illustrations of 
well-known advertisers in black and 
white and full color. Some of the 
most attractive art of the year is in- 
cluded. 

The campaign is scheduled to run 
until next July. 
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HOST OF TALENT 
ON PROGRAM FOR 
INSURANCE MEET 


Newark, N. J., Sept. 21.—Arthur 
A. Fisk, advertising manager of the 
prudential Insurance Company and 
chairman of the program committee 
for Insurance Advertising Confer- 
ence, has completed the program for 
the annual meeting at Briarcliff 
Manor, N. Y., Sept. 25-26. 

It is believed here that the storm 
clouds which were in evidence some 
time ago have faded. They were 
caused by the desire of some of the 
life insurance men to form a sepa- 
rate organization. 

Stanley F. Withe, Aetna Casualty 
& Surety Co., will preside at the gen- 
eral session Monday morning. The 
program for following meetings: 

Monday afternoon: General ses- 
sion, Henry H. Putnam, John Han- 
cock Life, presiding; “The Public 
Relations Needs of Insurance,” Ed- 
ward L. Bernays, public relations 
counsel; “Spreading the Light,” 
Thomas J. V. Cullen, editor, the 
Spectator; “How Insurance Compa- 
nies Can Advertise Profitably in Na- 
tional Magazines,” Frank J. Pres- 
brey, chairman of the board, Frank 
Presbrey Company; “Insurance 
Newspaper Publicity,” William S. 
Crawford, insurance editor, New 
York Journal of Commerce; adoption 
of new constitution and election of 
officers. 

The annual dinner will be held 
Monday evening with Lowell Thomas 
as speaker. 


Hold Group Meetings 


Tuesday morning: General session, 
John W. Longnecker, Hartford Fire, 
presiding; “How Legislation at 
Washington Is Affecting Advertis- 
ing,” Paul B. West, managing direc- 
tor, Association of National Advertis- 
ers; “The Value of Conservation Work 
and Its Relation to Insurance Adver- 
tising and Publicity,” John J. Hall, 
director, street and highway safety, 
conservation department, National 
Bureau of Casualty and Surety Un: 
derwriters; “What the National 
Board of Fire Underwriters Is Doing 
for the Insurance Business Along 
Publicity Lines,” A. Wilbur Nelson, 
assistant general manager, National 
Board of Fire Underwriters; 

“How the Underwriters Labora- 
tories Serve Life, Fire and Casualty 
Companies” (illustrated), George 
Muldaur, special agent, Underwriters 
Laboratories; “How Insurance Ad- 
vertising Men Can Use the Life In- 
surance Sales Research Bureau,” 
Kenneth R. Miller, consultant. 

Tuesday afternoon: Buffet lunch- 
eon, each group meeting as a unit, 
followed by group business and re- 
ports and informal round table dis- 
cussions of subjects of interest to 
each group; life group meeting, J. E. 
D. Benedict, Metropoitan Life, chair- 
man; fire and casualty group meet- 
ing, Clarence A. Palmer, Insurance 
Company of North America, chair- 
man; general session, Stanley F. 
Withe, Aetna Casualty and Surety, 
presiding; “How We Can Make It 
Easier for the Insurance Buyers,” P. 
D. Betterley, assistant treasurer, 
Graton and Knight Company and 
vice president of the American Man- 
agement Association. 


Griswold to Chicago 

Frank B. Griswold, who has repre- 
sented the Chicago Journal of Com- 
merce and The Wall Street Journal 
in New York, has been appointed ad- 
vertising manager of the Journal of 
Commerce, with headquarters in Chi- 
cago. 


Women’s Club Elects 


The Minneapolis Women’s Adver- 
tising Club has elected Florence 
Rowles president. Helen Brown is 
vice president, Helen Sweatt, secre- 
tary, and Isabel Crawford, treasurer. 


Shoe Firm Appoints 


Advertising of Dr. Posner’s Muscle 
Builder Shoes has been placed with 
Small, Kleppner & Seiffer, Inc., New 
York. 


Bijur Joins Bamberger 


George Bijur, copy and account 
executive for Erwin, Wasey & Co. 
before engaging in retail work a few 
years ago, has been appointed pub- 
licity director of L. Bamberger & 
Co., Newark, and will serve on the 
store’s administrative board. 


Daily Raises Price 


The Duluth, Minn., News-Tribune 
has advanced the home delivery price 
of the morning and Sunday paper 
to 20 cents a week as a result of in- 
creased production costs. 


Schulte Promoted 


Frank J. Schulte has been ad- 
vanced from assistant advertising 
manager, Acme White Lead & Color 
Works, Detroit, to general advertis- 
ing manager. 


Visions More 
Cooperative 
Advertising 


Chicago, Sept. 18.—Russell T. Gray, 
president of Russell T. Gray, Inc., 
Chicago, industrial advertising 
agency, told members of the Chicago 
Business Papers Association today 
that there will be a great increase in 
the volume of cooperative advertis- 
ing as the result of the NRA pro. 
gram. 


Good Equipment Market 
Industries will find it necessary to 


maintain their positions as compared 
with other industrial groups, he 


pointed out, and this will mean more 
advertising of the kind that formerly 
flourished in the industrial field. 
“Operations under NRA will de- 
mand the purchase of improved in: 
dustrial equipment,” he asserted. 
“With wages increased and hours 
shortened, the only way manufactu- 
rers will be able to reduce costs and 
sell at a profit will be through the 
use of better machinery. So there 
will continue to be a good market for 
modern equipment under NRA.” 
The speaker predicted that the 
NRA will be a permanent feature of 
American business, and said that the 
administration is not unfriendly to 
machinery. Thus there is no reason, 
he pointed out, to assume that un- 
reasonable restrictions on the pur- 
chase of industrial equipment will be 


imposed under the recovery program. 
While discussion of codes is de- 
laying rapid increases in the current 
volume of industrial advertising, Mr. 
Gray expressed the belief that a 
marked improvement is ahead. 


Nixon’s New Work 


Larry Nixon, formerly assistant 
publicity director, American Air- 
ways, and before that publisher of 
periodicals in the aeronautic and 
radio fields, has joined the publicity 
department of J. Stirling Getchell, 
Inc., New York. 


To Advertise Beer 


The Gotham Advertising Company, 
New York, has been appointed adver- 
tising agency for the Elizabeth 
Brewing Corporation, Elizabeth, N. J. 
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“LOOK PLEASANT, PLEASE.” When a woman is already in the 
mood for pleasure and entertainment, it is easier to get her attention to your 
Display your cameras, automobiles, ciga- 


rettes, trips abroad, at the right time in the section of McCall's devoted espe- 
cially to reflecting this mood —MeCALL’S FICTION and NEWS. 


“PRIVATE—KEEP OUT.” A woman’s own special concerns—her 
clothes, her figure, her complexion, her hair—are re-echoed in this section 
of McCall’s Magazine. Here she finds the way to create and keep her 
personal charm. Tell her the help you can give when she is in the mood and 
looking for just such ideas in MeCALL’S STYLE and BEAUTY. 


IS YOUR PRODUCT A UTILITY for the home? Or something 
special to eat? Or a necessity for the child? Don’t dilute the force of your 
story by telling it when she isn’t in the mood to listen. Catch her when she’s 
considering such household problems. You'll find her interested and atten- 
tive when she’s reading the pages of MeCALL’S HOMEMAKING. 


INCREASED RESULTS From Your Advertising. By the bring- 
ing together of advertising and editorial matter of related mood and interest, 
the cost-per-reader of getting your advertisement seen in the Néw McCall's is 
now 31% less. Proof? Advertisers’ reports and Dr. Starch’s actual survey. 
For your copy address McCall's Magazine, 230 Park Avenue, New York City. 
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voluntary 
subscriptions 


are evidence of 
reader demand, 
and actual need of 
the publication. 
ARCHITECTURE is 
FIRST in voluntary 
circulation. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 
FIFTH AVENUE AT 48TH STREET . 


New York—also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, Los 


Angeles. 
49 WAYS= 


to make more money 
from your advertising 


A 20 page booklet gives you facts you should 

now about direct mail—how you can use 
t to bring you traceable returns from all 
our advertising. A checking chart helps you 
to select the forms that will get the most 
out of every advertising dollar you spend. 
Send 10c to pay mailing cost, and this val- 
able, 16 page booklet will be mailed you 
‘at once. 


DIRECT MAIL ADVERTISING 
-ASSOCIATION, Inc. 


‘13 West 23rd Street New York City 


Beer 


and 


Wine 


Je, 


A monthly publication devoted 
to light wines and beer offers 
you CONCENTRATED CIR- 
CULATION IN 


NEW YORK 

NEW JERSEY 
PENNSYLVANIA 
CONNECTICUT 
MASSACHUSETTS 


—7,000— 


Hotel, restaurant, and 
club executives will com- 
pose its reading clientele. 


RATES ON REQUEST 


BEER and WINE 
RETAILER 


225 West 39th Street 
New York City 


F. R. JONES 
100 N. La Salle St. 
Chicago,, Ill. 
Middle West Representative 


ALONZO HAWLEY 

1760 East 22nd Street 
Cleveland, Ohio, Cleveland 
Detroit Representative 


and 


NEWSPAPERS ” 
STORM CENTER 


(Continued from Page 1) 


He expressed the belief that an 
“advertising” newspaper is a viola- 
tion of the Federal Trade Commis- 
sion Act, and proposed a number of 
amendments to the code, chief of 
which called for striking out the 
word “newspaper” from the code’'s 
title and the inclusion of paragraphs 
which would make it a violation for 
publications of this type to publish 
news articles, feature stories or com- 
ics regularly appearing in newspa- 
pers, or to defame or to belittle other 
advertising mediums. 

He also served notice that the 
A. N. P. A. would fight to the limit 
of its resources any code provisions 
for the printing industry which 
might prescribe or limit a newspaper 
in the operation of its own mechan- 
ical departments, such as electro- 
typing and advertising typography. 

Mr. Hanson was seconded in his 
opposition to the “advertising-news- 
paper” code by John B. Long, Cali- 
fornia Newspaper Publishers Associ- 
ation, and H. S. Gratch, represent- 
ing the committee which filed a code 
for the advertising distributing in- 
dustry. 

The presentation of the code for 
the periodical publishing industry 
was made by Stanley R. Latshaw, 
president of the Periodical Publish- 
ers Institute, and Marvin Pierce, a 
director. 

It was based on statistics cover- 
ing, in some instances, a 20-year pe- 
riod, which had been assembled 
from ihe records of the 19 largest 
magazine publishers who operate 
their own printing plants. 

The administrator and members ot 
advisory boards were visibly im- 
pressed by the evidence to show 
that there had been little variation 
in hours, wages and employment in 
the publishing industry compared to 
industry as a whole. 


Wages Already High 


Mr. Latshaw’s figures showed that 
real wages in the publishing indus- 
try are as high today as they were 
in 1929, and that $41 is the aver- 
age wage in the publishing indus- 
try today, compared with an average 
of $22 for all other industries. 

J. C. Aspley, president of the Dart- 
nell Corporation, speaking in the in- 
terests of “thousands of small pub- 
lishers,” told the meeting that any 
increase in printing costs until there 
was a pronounced upswing in busi- 
ness would be ruinous to them. 

“IT and other small publishers have 
exhausted our surpluses during the 
past three years in the effort to keep 
our mechanical and editorial staffs 
intact and well-paid,” he said. 

“We used to make a profit of 10 
per cent on our capital investment. 
The past three years we have lost 
$157,000. Now we must have relief. 
Any wages or minimum hours in ex- 
cess of those in the code would crush 
many of us at once.” 

J. S. Pierson, of the Progressive 
Farmer, outlined conditions in the 
agricultural field. 

“In 1929 there were 43 well-estab- 
lished agricultural publications, 22 of 
which were weeklies,” he said. ‘“To- 
day there are 35 left and only one 
of the former weeklies has continued 
to publish at the same interval. In 
1929, agricultural publications car- 
ried 12,500,000 lines of advertising; 
in 1932, 4,500,000 lines.” 


Shorter Hours, Higher Wages 


Edward Keeting, representing a 
group of labor publications, advo- 
cated a 32-hour week and substan- 
tially higher wages. 

“Unless you and others apply the 
principle of the industrial recovery 
act by increasing wages and shorten- 
ing the work week enough to re- 
absorb the unemployed, you won’t be 
any better off, even though your 
payrolls were met by the govern- 
ment,” he told the publishers. 

George Edwards, representing the 


He said the 157 publications he 
represented faced entirely different 
problems from those of the big east- 
ern publications, many of which own 
their own buildings, presses and 
work on a far larger scale. 

He scored competitive practices in 
the trade paper field and read into 
the record a letter received by an 
advertiser in his publication from an 
eastern rival publication. 

“What we need,” he said, “is pro- 
tection from the people this code 
would set up to govern us. We can’t 
submit to rule by an octopus.” 

Dissension ran rife during the lat- 
ter half of the afternoon session, as 
representatives of several of the 
smaller divisions of the printing in- 
dustry, greeting card manufacturers, 
label manufacturers and _. others, 
voiced objections to a basic code, un- 
less it guaranteed them autonomy. 


SINCLAIR STARTS 
HUGE CAMPAIGN 


(Picture on Page 16) 


New York, Sept. 21—The most in- 
tensive campaign ever undertaken 
by Sinclair Refining Company was 
launched this week with the appear- 
ance of introductory copy in more 
than 300 newspapers in 267 cities 
and towns in the Sinclair market- 
ing area. 

The campaign, devoted primarily 
to introducing motorists to the new 
Sinclair H-C gasoline, will also fea- 
ture the leading brands of Sinclair 
oils. 

Copy to be used in the extensive 
drive ranges from small two-column 
cartoons to 800-line selling copy and 
full-page smashes in color. A dis- 
tinct tie-up with the theme which 
has provided Sinclair with ample ma- 
terial in the past is visible in the 
new campaign, which bristles with 
dinosaurs and similar animals who 
stalked the earth millions of years 
ago. 

In line with this copy theme, pho- 
tographs of the unusual Sinclair ex 
hibit at Chicago’s world’s fair, which 
has already been visited by almost 
a million and a half persons, will be 
featured as background in many of 
the newspaper advertisements. 

As the company extends its 
“tamper proof” can method of selling 
oil, special promotion on this fea- 
ture will be carried in the territories 
where the change is made. 

Radio, farm papers and industrial 
papers will also be used in the cam- 
paign, with 40 stations, a larger num- 
ber than has been used previously, 
carrying Sinclair messages to lis- 
teners. 


Data on NRA Is 
Compiled in New Book 


A 420-page book containing 
statutes, presidential messages or 
formal statements, official explana- 
tions and quasi-official matter on the 
NRA, has been published by Federal 
Codes, Inc., New York. 

A supplementary feature is a bi- 
weekly publication to record changes 
and additions to NRA regulations, 
codes and procedure made up to De. 
cember 31. 


Underwood on Jaunt 


The staff of the Underwood Illus- 
tration Studios had a week-end out- 
ing Sept. 15. The eastern division 
went to Barnegat Bay, N. J., and the 
Chicago and Detroit groups were at 
cabins in the Michigan Dunes. 


Agents for Aspirub 


New London Pharmacal Corpora- 
tion, Aspirub and Aspirub liniment, 
has appointed Topping and Lloyd, 
New York, who will use newspapers, 
radio and sampling to introduce an 
aspirin solution for external appli- 
cation. 


Names Greig-Blair 


Station KFPY, the Columbia out- 
let in Spokane, has appointed Greig- 


Blair as California representatives. 


Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


ADVERTISING REPRESENTATION 
ADVERTISING SALESMAN with 
13 year record of results wants to 
represent business or professional 
journal for Chicago and _ vicinity. 
Downtown business address. Now 
covering wide territory. Box 391, 
ADVERTISING AGE, Chicago. 


POSITIONS w ANTED 
ACCOUNTANT-BOOKKEEPER — 
Due to a reorganization of an old 
and established advertising agency, a 
woman with a number of years’ ex- 
perience as accountant and _ book- 
keeper with this agency is obliged 
to sever her connection and is seek- 
ing a position with an agency in 
similar capacity. Can handle a 
small agency in its entirety. Excep- 
tional references as to ability. Box 

390, ADVERTISING AGE, Chicago. 


YOUNG MAN, member N. I. A. A., 
with five years’ experience in indus- 
trial advertising and sales promotion 
work, wants position with manufac- 
turer, small agency or trade paper 
publisher. Knows merchandising, 
copy and production thoroughly; has 
all around experience. College grad- 
uate. Christian. Age 28. A-1 refer- 
ences. Box 500, ADVERTISING AGE, 
Chicago. 


Experienced writer 7 advertising 
copy, publicity and radio script. 27. 
Single. University and journalism 
school graduate. Versatile. Ingeni- 
ous. Will work anywhere. H. Wein- 
berg, 8917 146th Street, Jamaica, 
N. Y. 


—— 
* ° ” 
. “ADVERTISING quien Ue Eee oa Ghats C| . fi a “Shopping News 
No. 2 of a series , ° 
western business papers, to be ad- a ssl i2 Now Semi-Weekly 
ministered by a regional committee. Downtown Shopping News, Ch. 


cago free distribution paper, is being 
issued twice each week, instead g 
weekly, as heretofore. 

The paper is also soliciting adyey. 
tising from others than the group of 
merchants who sponsor it. 


Richards in New Work 


J. T. Richards, formerly purchag. 
ing agent for RKO-Pathé, has joineg 
Braumeister Company, New York, ag 
vice-president and general manager. 
Foster B. Liming has been appointeg 
art director. 


Holmes at New Post 


T. J. Holmes, formerly with Juliys 
Mathews Special Agency, has bee, 
made eastern advertising manager of 
American Cookery, Boston. 


—= 


luuustrate anad 
—and double it; 
pulling power, 
"Illustrate" radio 
inthedealer's 
store or window— 
and watch the 
sales curve mount! 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


S. 0. S. 


FOGBOUND IN LONDON—WANT 
TO RETURN TO U. S.—FIRMLY 
GROUNDED IN ALL DEPTS. OF 
ADVERTISING—4 YRS. WITH 4A 
CHICAGO AGENCY—4 YRS. EX- 
PORT EXPERIENCE—KNOW 
SPANISH— AGE 27—AMERICAN 
UNIV. EDUCATION—S ERVICES 
AVAILABLE AT ONCE—ADDRESS 
K-J, ADVERTISING AGE. 


HARD WORK—EXPERIENCE _ 


Mr. Publisher, is that what you are 
looking for in a space representa- 
tive? Then I shall appreciate the 
privilege of conferring with you. I 
know what it is to fight for business 
from both the client and the agency. 
Have helped many concerns with 
their advertising and sales plans, 
written copy, made market _re- 
searches to find the buyers and how 
best to sell them. Over 15 years’ ex- 


perience with Penton Publishing 
Company, two agencies, three na- 
tional concerns. Well acquainted 


with industrial executives and agen- 
cies from Chicago to east coast. Fa- 
miliar with steel business, foundry 
trade, automotive, oil, marine, ma- 
chinery and equipment industries. 
College graduate, married, age 39. 
Now is the time for signatures on 
advertising contracts. Let’s get to- 
gether. Box 394, ApbvERTISING AGF, 
Chicago. 


FOOD ACCOUNTS or Manufac- 
turers — Advertising manager or 
account representative. 33 years. 
Experienced in large or _ small 
agency. Sales promotion and mer- 
chandising. Seven years with last 
organization. College graduate. Box 
392, ADVERTISING AGE, Chicago. 

ADVERTISING MAN—Have you 
a position open for a young man 
who will make good? Thorough ad- 
vertising training; art training. Let 
me prove my ability. Age 23; mar- 
ried; prefer Chicago. Box 393, Ap- 
VERTISING AGE, New York. 


‘Beaches on NRA Label 


Arthur Rosenberg, president, Ar- 
thur Rosenberg Company, New York, 
has written a brochure, “Label-Ad- 
vertising or Bootlegging? The Alter- 
natives under Nira’s Prohibitions.” 

He asserts that only consistent con- 
tinuous advertising can educate the 
public to demand either union or 
NRA labels. 


@ more subscriptions 
were placed with the 
Architectural Record 
than any other archi- 
tectural or semi-archi- 
tectural magazine 
during the first six 
months of 1933.7 


@ more of the archi- 
tects, actually awarded 
individual projects of 
$50,000 during the 
first eight months of 
1933 and all of 1932, 
read the Record than 
any other publication.* 

tSee Current Publication 
Statements. 

*Unbiased Figures Avail- 
able. 


F. W. Dodge Corporation 
119 West 40th St., New York 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK -+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
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OLD COMPLAINT 
IS REITERATED 
BY DRUGGISTS 


No Profit in Advertised Lines, 
They Allege 


Chicago, Sept. 21.—Narrow profit 
margins on advertised lines sold in 
drug stores have caused the trade 
to place their support behind unad- 
vertised products, John W. Dargavel, 
chairman of the executive commit- 
tee, National Association of Retail 
Druggists, said in his report at the 
annual meeting this week. 

“Unless a fair margin of profit is 
established, allowing both retailer 
and wholesaler a satisfactory profit, 
manufacturers will soon find them- 
selves in the same position as many 
retailers—insolvent,” asserted Mr. 
Dargavel. 

He added, however, that many 
meetings have been held recently 
with manufacturers, who have indi- 
cated their willingness to institute 
remedial measures. 

Mr. Dargavel also pointed out that 
grocers are competing for distribu- 
tion of many lines formerly sold ex- 
clusively through drug stores. 


A Serious Threat 


“During the past year,” he said, 
“sale of drugs, cosmetics, patent and 
proprietary medicines in other than 
drug stores has spread to a degree 
where it seriously threatens the fu- 
ture welfare of the retail druggists 
of the country. In a number of 
states, particularly Texas, the sale of 
these items in grocery stores has 
been widespread. 

“Manufacturers would quickly see 
the folly of such a policy if all retail 
druggists throughout the country 
were to withdraw their cooperation.” 

Mr. Dargavel also charged that de- 
partment store executives have been 
given important posts in the NRA, 
passing judgment on complaints of 
druggists. 

“Obviously, with such a_ back- 
ground,” he continued, “NRA officials 
cannot be expected to approve the 
elimination of policies which have 
proved beneficial to the department 
stores, while thinning out the ranks 
of their small-store competitors. 

“By the words of our President, we 
were promised help, but we have 
been met with indifference on the 
part of government officials. It is 
the opinion of your committee that 
every retail druggist in the United 
Sates should vigorously protest to 
the President and ask if we are go- 
ing to get the protection he prom- 


‘ised.” 


Mr. Dargavel also revealed that 
alleged mismanagement of funds had 
almost put the National Association 
of Retail Druggists on the financial 
shoals. This was prevented only by 
a substantial loan by Carleton Pal- 
mer, of E. R. Squibb & Sons; Carl 
Weeks, of the Armand Company; 
and Eli Lilly, of Eli Lilly Company. 

“No strings were attached to this 
loan and the N. A. R. D. was left free 
to formulate its own policies,” said 
Mr. Dargavel. “The loan was made 
simply as a matter of friendship. It 
is being repaid at the rate of $500 
a month.” 

The druggists of the country are 
looking forward to legalization of the 
sale of spirituous liquors. 

“The drug store offers the best 
outlet for this merchandise,” said 
one speaker. “The business is so 
closely supervised already and so 
many drug stores are already li- 
censed that no other distribution sys- 
tem could possibly be operated with 
lower overhead and more conven- 
ience to the public.” 

This speaker recommended the is- 
guance of cards to those qualified to 
purchase liquor, fifty cents being 
charged for each card. 


Gentry Joins Agency 
Henry B. Gentry, radio advertising 
specialist, has joined Brooke, Smith 
& French, Detroit, as radio director. 


Club Parades for NRA 


Town Criers of Rhode Island, 
Providence, will hold a parade Oct. 2 
in behalf of the NRA. Chief Crier 
Charles Donilon, Callender, McAus- 
lan & Troup Company, is general 
chairman; Ernest J. Meyer, secre- 
tary of the main committee, and 
Myles Standish, Standish Advertis- 
ing Agency, in charge of displays. 


Directional Beam Tested 


WPRO, the Cherry & Webb Broad- 
casting Company, Providence, R. L., 
has received permission to test the 
use of a directional beam, which sta- 
tion authorities believe will decrease 
their strength toward the sea and 
greatly increase coverage in the 
northern and eastern parts of the 
state. 


A.M.A. Accepts Cake 


White House 6-egg and 13-egg 
angel cakes, made by White House 
Bakeries, Fall River, and Boston, 
Mass., are the first cakes classified 
as foods by the American Medical 
Association, which has extended use 
of its “accepted” seal. 


Agency Moves 
The Detroit office of Fred Kimball, 
Inc., of which Hil F. Best is man- 
ager, has moved to larger quarters 
in the Stormfeltz-Lovely Bldg. 


“Adcrafters” Started 


A new typographical organization, 
“The Adcrafters,” has been formed 
by J. C. Hollister at 538 S. Wells 
Street, Chicago. 


Announce Merger 


Henry H. Pattee & Co., Kansas 
City, has consolidated with the Asso- 
ciated Broadcasting Company, Kan- 
sas City. Collins Riley, former ad- 
vertising representative of WHB, is 
general manager and Henry H. Pat- 
tee is account executive. 


Gile to Teach 


Robert Gile, Gile Letter Service, 
Minneapolis, will teach a class in 
direct advertising at the University 
of Minnesota. 


Swan Adds Two 


Swan Studios, Chicago, has en- 
larged its staff with the addition of 
two new artists, C. V. Fry and James 
Lentine. 


Powell Is Advanced 


William R. Powell, formerly classt- 
fied advertising manager of the I/lus- 
trated Daily News, Los Angeles, has 
been named advertising manager to 
succeed Elliott Hensel, resigned. 


Burma-Shave on Radio 


Ward Olmsted, Minneapolis, is 
handling a football radio jingle con- 
test for Burma-Shave over WCCO. 
Twenty-five dollars cash and other 
prizes will be awarded each week. 


A.N.A.E. to Meet 


Association of Newspaper Adver- 
tising Executives will meet at the 
Stevens Hotel, Chicago, Oct. 19. Fred 
J. Oexman, Cincinnati Times- Star, is 
chairman of the program committee, 


Industrial and agricultural 
diversity have made 
tuckiana one of the most 


stable markets of the Middle 


W est. 


Major Market Newspapers, Inc. - 
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MADISONVILLE 
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the Greater Louisville Market 


“THE importance of Louisville as a market 
center is shown by the part that it plays 
in the food distribution in thts section of the 


Middle West. 


The map above shows the location of stores 
belonging to the A&P and Kroger chains 
which are supplied from Louisville. This area 


Ken- 


cost through— 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


very nearly coincides with the Greater Louis- 
ville Market, Kentuckiana, which may be 
effectively reached and sold at a single low 


:- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Friedman Is Manager 


Leo Friedman, former president of 
Sterling Programs Corporation, has 
been made general manager of the 
Omnibus Advertising Corporation, 
New York. 


A Complete Publication Data 
File will be furnished on 
request. 


Penton Bidg. Cleveland 


KY 


need this! 


A quick and economical 
lithographic method of 


facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


MEMO 


To: Bruce Barton 
From: Hotel Winthrop 


Subject: New Apartment 
rates for advertising execu- 
tives. 


Tell members of your staff 
that they can now rent 
two room apartments with 
serving pantries and re- 
frigeration for as little as 
$115.00 a month includ- 
ing full hotel service at 
The Winthrop, only five 
minutes walk from your 
offices. Last fall 95% of 
these apartments were 
rented. We expect 100% 
occupancy this year and 
recommend early inspec- 
tion if any of your staff 
plan to live at 47th St. 
and Lexington Avenue. 


Tell them to see 


Edwin R. McGary, 


Manager 


RETAILERS GIRD 
FOR ASSAULT ON 
BUYERS’ APATHY 


(Continued from Page 1 
J. Tily, president, Strawbridge & 
Clothier, and I. A. Hirschmann, direc- 
tor of publicity, Lord & Taylor, pre 
senting their respective views. 

Mr. Hollister declared that the 
consumer must be given first consid- 
eration in determining prices, and 
that any attempt at price fixing 
would be ruinous. “Each milestone 
on the trail of price-fixing attempts, 
from medieval concessions to Capper 
and Kelly, has pointed toward mo 
nopoly, and has marked a disservice 
to the consumer,” he said. “Too 
many of us are so concerned with 
our profit sheets that we cannot see 
our customers; if we were as con 
cerned with our customers, they 
would take care of our profit sheets.” 


Defines Utopia 


Mr. Tily painted a rosy picture of 
a retailers’ Utopia, in which, among 
other things, advertising had become 
believable, interesting and readable 
news, while its milline rate had in- 
creased and its total volume de- 
creased; and Mr. Hirschmann told 
of the benefits retail advertising will 
reap from the new deal. 

“Directly, it won’t make bad adver- 
tising good, nor weak advertising 
stronger,” he said. “But it will give 
all kinds of advertising an opportun- 
ity to show just how strong, or how 
good, or how weak they actually 
are.” 

The session closed with a speech 
by Roy E. Tilles, vice-president, 
Gotham Hosiery Company, in which 
he outlined eleven advantages accru- 
ing to the retailer who handles and 
features quality branded merchan- 
dise. Among these were faster turn- 
over, easier repeat sales, ability to 
maintain complete stocks without 
overstocking, and the establishment 
of quality standards which have a 
meaning to the consumer. 

At the Monday luncheon the fea- 
tured address was delivered by H. 
Gordon Selfridge, famous London 
merchant, who spoke over the radio 
from his office. Mr. Selfridge pointed 
out that perhaps some system which 
would limit the number of retailers 
in the United States would prove 
valuable in preventing the waste now 
prevalent, when, according to his fig- 
ures, only 100,000 of the 750,000 re- 
tailers in the United States “are 
really successful.” 


Tells Place of Newsparers 


Other speakers at the Monday 
luncheon were Robert Roos, San 
Francisco merchant, and Col. R. R. 
McCormick, publisher, Chicago, Tri- 
bune. Col. McCormick pointed out 
the unusual importance of the news- 
paper in the distribution system. 

“The newspapers,” he said, 
“through their large circulation and 
advanced methods of making adver- 
tisements attractive and compelling, 
furnish the outlets which keep trade 
and industry from stagnation. 

“In the last 15 years the improve- 
ment in newsprint paper itself has 
doubled the attractiveness of news- 
papers and the selling power of their 
advertisements, although I regret to 
say the quality in this country still 
drags behind the achievement of 
English paper makers. 

“In a day when the demands of 
men appear to be supplied to the 
point of surfeit, the newspaper is the 
ready stimulus to a new demand. It 
can put the offerings of the pro- 
ducers before the consumers in every 
way, shape and color. By skilful and 
consistent advertising, the individual 
producer can solve his problem, and 
the composite producer solve the 
queer psychology called the depres- 
sion.” 


Tries Price Experiments 


At the Monday afternoon session 
one of the featured speakers was 
Lessing Rosenwald, chairman of the 
board, Sears, Roebuck & Co., who 
outlined his organization’s experi- 
ences with “psychological” and 
“straight” prices. Other speakers at 


this session included Prof. Alfred 
Buehler, University of Vermont; C 
A. Schuster, Marshall Field & Co.; 
and Ernest Hastings, president, Dry 
Goods Economist. 

Mr. Rosenwald pointed out that ex- 
periments made to determine the 
difference in pulling power between 
round-number prices and prices set a 
cent or two below a round figure 
had developed interesting results. 


In some instances, he said, the 
“straight” price apparently made 
little or no difference, while in 


others, notably in connection with 
certain articles of women’s wearing 
apparel, a marked difference in the 
consumer’s reaction was apparent. 
The Tuesday morning session be- 
gan with a review of the advantages 
and disadvantages of consignment 
selling by O. Fred Rost, marketing 
editor, The Business Week, in which 
the possibilities of maintaining price 
were brought out, and a talk by H. S. 
Person, Taylor Society, who pointed 
out that “the application of a price- 
fixing doctrine generally throughout 
a competitive economy would have 
broadly either of two effects: 


Must Go All the Way 


Asserting that much of the present 
disorganization of industry is the re- 
sult of “the progressive impairment 
of the flexibility of the price system,” 
Mr. Person declared that “the rem- 
edy does not lie in further impair- 
ment of it in the casual and un- 
planned manner in which it has al- 
ready been impaired. Either we 
must go the whole distance and fix 
all prices in the public interest, or, 
before attempting anything so revo- 
lutionary as that, we should make 
efforts to restore flexibility of prices 
by modifying, or if necessary, out- 
lawing the customs and institutions 
that have made possible the nu- 
merous existing rigidities.” 

Katherine Fisher, director, Good 
Housekeeping Institute, pointed out 
how changing household standards 
have made housewives more critical 
of merchandise, and Louis Fairchild, 
Fairchild Publications, asserted that 
the NRA would create more business 
and more advertising. He also pre- 
dicted a number of important 
changes in retailing as a result of 
population shifts from cities to sub- 
urban communities. 


Distribution Costs Too High 


At the Tuesday luncheon session 
Richard H. Waldo, president, Mc- 
Clure’s Newspaper Syndicate, pre- 
dicted that unless drastic steps are 
taken to change the democracy of the 
United States, the country will face 
the problem of a corporate state. Dr. 
Mordecai Ezekiel, economic advisor 
to the Department of Agriculture, de- 
clared that the cost of distribution 
has gone up too greatly, and asserted 
that no true economic recovery can 
be attained unless the price which 
the producer, especially the farmer, 
gets for his products, rises faster 
than the total cost to the consumer. 

There are now only two persons 
engaged in productive activity for 
each one engaged in distributive 
activity, he said, as compared with 
five in 1890, and the machinery of 
distribution has thus become top- 
heavy. 

One possibility that Dr. Ezekiel 
suggested for remedying this situa- 
tion was the elimination of a number 
of services which the consumer has 
been educated to expect, but which 
are not essential. In this class Dr. 
Ezekiel included such services as un- 
limited returning of merchandise, 
etc. 

The conference drew to a close 
with speeches at the closing session, 
Tuesday afternoon, by Leverett S. 
Lyon, The Brookings Institution; L. 
E. Moffatt, Electrical Merchandising, 
and Col. F. L. Devereux, Erpi Pic- 
ture Consultants. 


Kimball Named Rep 


Norman Kimball, formerly of the 
American-LaFrance and Foamite 
Corporation and Coggeshall-Sher- 
wood, Inc., has been appointed spe 
cial eastern representative of Martin 
Cantine Company, Saugerties, N. Y., 
coated book papers. 


Dunning Promoted 


Edward R. Dunning of the New 
York office of N. W. Ayer & Son has 
been elected a vice-president of the 
agency. He will continue in the New 
York office. 


—— 
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—National Advertising Records, Published by The Advertising 
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issue of the publications involved. 


Minneapolis Agency 
in Gold Medal Test 


McCord Company, Minneapolis 
agency, is conducting a test cam- 
paign on Gold Medal Flour for Gen- 
eral Mills, Inc. 

This is one of several tests now 
under way. 


Agency for Dealers 
The Jay H. Skinner Advertising 
Agency, Houston, Tex., is preparing 
and placing copy for dealers served 
by the Houston branch of the Ford 
Motor Company. 


Richard Olsen Dies 


Richard Olsen, 68, of Olsen Bros., 
Inc., San Francisco advertising litho- 
graphers, died Sept. 15. 


Women’s Club Meets 


Women’s Advertising Club of Chi- 
cago held its first meeting of the fall 
Sept. 19 with a panel discussion on 
“Where Is Advertising Going in the 
Next Twelve Months?” Lyndon 
Brown, assistant professor of mar- 
keting at Northwestern University, 
was chairman of the jury which in- 
cluded Messrs. Carlson, N.B.C., Me 
Kay, United Press, and Brooks, Chi- 
cago Tribune. 


Agency Changes Name 
to Cleary Advertising 


Comrie & Cleary, Chicago agency, 
has changed its name to Cleary Ad 
vertising Company, Inc. 

William J. Cleary remains as see: 
retary and treasurer, A. T. Shea, 
vice-president, and David D. Cooke, 
president. 
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Who will get the orders for the equipme 
make necessary? 
similar work are regular readers of En 
Methods. 


WEEK OF SEPT. 21 


Largest awards of con- 
struction contracts in 


$30,688,000 


45,000 of the engineers and contractors estimating on this and 


Manufacturers who are advertising to these readers steadily are doing 
the next best thing to talking with them rsonally. Ask McG - 
42nd Street, New York, N. Y., how little this a a 


NEERING NEWS 


over four months 


Awarded to 


WHO 
got these contracts? 


The current issues of 
Engineering News-Rec- 
ord and the McGraw-Hill 
Construction Dally will 
keep you informed re- 
garding all details of 
such projects. 
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nt and materials that these projects will 


gineering News-Record and Construction 
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a “Write a Letter” 
. ; 
‘ 
2 é 
- a 
: 
r 
: of all nations, have been regular letter 
‘ writers. Write a letter! Write it with pen, 
2 j W R T F A | F T 7 F R g _iPencil, or typewriter. Use any kind of 
: paper, any kind of spelling or grammar. 
2 It doesn’t matter how you say it, and it 
; ; It’s only a few steps to the nearest mail night. Write a letter to the cartoonist doesn’t even matter what you say; its 
. ) box—write a letter! Take a little chunk —_ whose serial strip you avidly devoured beauty, its gold lie in the pure fact that 
: 4 of your heart and spread it over some this morning; to the teacher who inspired _ it’s a letter! Each mistake is another hand- 
5 ; paper; it goes, oh, such a long way! you twenty years ago; to the doctor who __ clasp; every blot is a tear of joy. 
‘ : Write a letter to your mother or father, saved your baby’s life; to your old em- Do you see a job? Do you smell an 
~ ; to your sister, brother, sweetheart, loved _ ployer to show him there was something order? Is your mind on business? Write 
ed. /; ones. Are they dear to you? Prove it with more between you than a pay check. Be _a letter. Then write another letter. No 
— fa letter! Are they far from you? Bring a human being—vwrite a letter. business, no individual, built on the 
f them near to you with a letter! Write a There’s a man in public life you “‘write-a-letter’’ rule ever failed. Because 
“4 aa letter and give them the same thrill you admire, believe in, rave about.Write him —_ you simply can’t fail, if you write a letter. 
rhe fall had when you last received that same a letter of praise, of encouragement. To Try it, you'll like it. Great joy and 
oe : kind of a letter. Think of the joy of open- __be “‘with him in spirit” is not enough— _manysurprises are in store for you. You'll 
~— » ing the mail-box and drawing outawarm _ show your spirit with a letter. We can’t. _—_ get letters back. You'll get help from 
—— envelope enriched with old familiar all be pioneers, crusaders, presidents— unexpected sources. All that you gave in 
* a handwriting! BUT we can help those brave men stay _—your letters will be returned to you a 
A personal letter—it’s good to get one. _on the track and push through to success _ thousand-fold. For a letter is a 3-cent 
e So send one—write a letter! if all we ever say is “‘Attaboy!’’ Write investment in bountiful good fortune. 
‘ising Write a letter to the aged relative who an “Attaboy” letter! Write a letter! Whether you say: “‘Atta- 
a hasn’t many days to live, the friend of Write a letter and—give. Praise, _ boy!”, “Thanks!”’, or “I love you!”’, always 
os um your father, the friend of your family, | encouragement, interest, consideration, remember: A LETTER NEEDS NO EXCUSE! 
Pres the one surviving link between your own __ gratitude. You don’t HAVE to give these This advertisement suggested for 
— present and past. Don’t wait for thatdear _ things; but the real letter is THE ONE You 
— soul to die till you act. Act now with a von’T HAVE To write! 
1 message of love to cheer those last few The sweetest, gentlest, and most useful 
days on earth. of all the arts—letter writing. Great, 
Write a letter to the author whose story grand characters like Washington, M | S T 0) r 7 [ F 
gave you that delightful half hour last ‘Franklin, Lincoln, and the greatest men 
led to 
: “ a 
; , 
) You’re invited to drive into our 1000 line lot and park here the “ad you always longed to write.” No blue 
pencils to fear, no “OQ. K.’s” to write down to. Take any product, any subject, and sell it as if it were your own. 
“Free Speech for Copywriters” is sponsored by 


COLLINS, MILLER AND HUTCHINGS, Inc. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN 
717 SOUTH WELLS STREET + CHICAGO « U.S.A. & N.R.A. 


James MANGAN 
oem) Advertising Mana- 
} ger of Mills Novelty 
| Company, wrote 
“Write a Letter” 
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